





une, 1923 15 Cents 


Jobber’ Gidemaan 


CThe masgazine of the wholesale 
electrical distributor and his salesmen 















The Jobbers’ Convention at 
Hot Springs 
Side Lights and High Lights of an Interesting Meeting 
To Move Merchandise, Move 
the Merchant 


How We can all be Merchandising Experts 


The Public Wants Lower Prices 


Volume and Turnover the Answer 


And dozens of other helpful suggestions for the 
man who sells 



































The Dealer’s Delight! 


That’s what this attractive self-selling Columbia Dry Bat- 
tery line is, a joy to your dealers from every angle. 


In performance there are 
two distinctive features 
that make this Columbia 
“Hot Shot” the ignition 
battery supreme— 


ie Instant energy 


2 Endurance to keep on 
* with 100% service 
under strains that 
make ordinary bat- 
teries just peter out 
and quit 


—the weatherproof battery that 
sheds water like a duck’s back! 


—best looking battery line in the world 
—best for the dealer to sell 
—best for the user to buy 


Columbia is pre-eminently the line for you to concentrate 
upon—pre-eminently the line for your dealers to handle 
exclusively. Columbia performance assures highest satis- 
faction to the user. And what can make you stronger 
with your dealers than being the man to help them build 
their battery business on that basis? 


We back Columbia Quality with 
commensurate Cooperative Sales 
Effort, Store and Window Dis- 
play, and Service. And we back 
you and your dealers with the 


yes, we are advertising direct to your dealers in your behalf 


NATIONAL CARBON COMPANY, Inc. 


Long Island City, N. Y. 
Atlanta Chicago Cleveland 


Columbia 


atteries 








Dry B 





—the world’s best battery 
for bells and buzzers! 


Fahne- 
Spring 
Clip 
Binding 
Posts at 
no extra 
cost 








most energetic and sustained ad- 
vertising campaigns we have ever 
carried in The Saturday Evening 
Post; General Magazines; Dealer 
Papers;Newspapers;Farm Papers, 


Kansas City San Francisco 


— they last longer 
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With the Editor 


FIELD for master salesman- 
A ship, where the reward for well 

directed effort on individual 
sales runs into five figures, is now 
opening up for the jobbing industry. 
This is the market for electric ranges 
in apartment buildings—not the sale 
of isolated ranges here and there, 
but real installations. A number of 
jobbers are making rapid headway 
in this new field, which promises to 
be one in which a revolution will be 
worked in the next five years. <A 
preliminary article on this important 
subject will appear in the July is- 
sue, telling how certain jobbers have 
been making remarkable progress in 
this direction. 

* * + 


NSPIRATION for jobbers and 
I jobbers’ salesmen comes from the 

annual convention of the Nation- 
al Electric Light Association, which 
is preparing to assemble in New 
York just as we go to press. A 
spirit of optimism pervades the en- 
tire central station branch of the 
electrical industry. During the cur- 
rent year the central-station com- 
panies of the country expect to in- 
vest some $600,000,000 in new plants, 
lines, substations, and other better- 
ments. One group of companies 
headed by Mr. Samuel Insull, of Chi- 
cago, will alone spend about $53,000,- 
000 this year in such improvements. 
All these expenditures are being 
made so that the central stations will 
be ready to supply current for the 
many millions of dollars worth of 
additional appliances, lamps, wiring 
devices and electrical supplies of all 
kinds that it is confidently believed 
the jobbers’ salesmen are going to 
sell within the next twelve months. 
The same Insull group of central 
stations will within the next four 
to five years double their present 
combined capacity from about 1,000,- 
000 kilowatts to over 2,000,000 kilo- 
watts 
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BEHIND 
THE SCENES |§ 


Anybody would hop at the charice 
for a peep behind the scenes, espe- 
cially when a favorite is waiting her 
cue. 


*Electrical dealers can’t all see 
the Bryant factory, so this month 
we are giving them a peep behind 
the scenes at the Socket Depart- 
ment, where one of their favorites, 
The Bryant Pull Socket, is as- 
sembled. 


They are getting an X-Ray view 
of the socket. They are learning 
that it takes 212 operations to make 
and assemble the 49 parts that are 
contained in one dependable socket. 
They are being shown how low- 
































; . the various Tyant Wirj ; 
priced a Bryant socket really is ; Manufactyr. “iting Device ac ; 
when its quality is considered. hin Care with which ee you would | i — through 
Operati . Maze 
_ All this is interesting. It is more aa No. AA-35 as an example itd Performed. at the 
intowr int ease tepuiak-gumnarers 217 igh Capacity Pull soa, 
sold than any other make. That plete it re and distinct o, -_ Contains 49 parts ea 
means they are the easiest sellers. is a seryj very Part is put ioe = in the Bryant pla Tequites 
That means you can make more Ce to the user. © for a pu + AE CO com. 
money on Bryant sockets than on The finished sock “TY Operation 
any other kind. But Bry et sells for 66c (list) Think 
Hee . ant > thin 
Think it Over ey: Service, "Thar, elec this painstal; =i of ie! 
o 
*Any electrical man will receive them sold than any — are More of Pati they are put 
a welcome at the Bryant factory. tT make, in use and More 


It will be a pleasure to show him 
around. We mean it. 





This advertisement appears in 
the June, 1923 issues of Elec- 
trical Retailing, Electrical 
Merchandising, Electrical 
Record, Journal of Electricity 
and National Electragist. 
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A Message to Jobbers’ Salesmen 


Are You « a Prejudiced Juror 


had been a member of many juries 
in the criminal courts of his county 

and it was rumored that regardless of 

evidence and circum- 

stances he was always 

in favor of a convic- 

tion. One day a 

friend inquired the 

reason for this sever- 

ity and he received 

this reply, “Well, 

Sam’, I allus figgers 

they’s guilty or they 

wouldn’t be in court.” 

Are you a ‘preju- 
diced juror in the 
case of yourself vs. 
your trade? Do you 
give your trade the benefit of doubt or 
do you “figger” that those brands, etc., 
you have recommended to it in the past 
are so good they could not be improved? 

The salesman should not delude him- 
self that his knowledge is at the highest 
possible point of efficiency. He should 
overhaul it, and see that it is stamped 
with the year 1923. He should eliminate 
the wheeze, clatter, squeaks and friction 
of Antiquity. 

The pace of modern commercialism 
is so swift that the salesman must keep 
his mind alert and receptive; ready to 
adopt the fastest, safest vehicles and seek 
the smoothest, shortest roads, if he is to 


A RURAL resident of a certain state 


keep his capability up with the proces- 
sion. 

The safest way to the modern in the 
electrical merchandise field is through the 

advertising section of 

the JoBBER’s SALES- 

MAN. Herein are told 

the condensed facts 

about products which 

can be highly recom- 

mended. The careful 

reading of the differ- 

ent advertisements 

each month will keep 

your acquaintance in 

step with progress in 
the field. 

If you do not make 

it a practice to read 

the advertisements regularly, you are 

overlooking one of the best opportunities 

for acquiring in an easy, interesting man- 

ner knowledge of the progress in the 
electrical merchandise field. 

The foremost contributors to the capa- 
bility of a salesman are his knowledge of 
the merchandise sold by his firm, plus 
competing merchandise, plus the market 
conditions, plus energy and _ initiative. 
These requirements necessitate study. 

There is an analogy between your 
position and that of a juror. Do not 
close your eyes and ears to the evidence. 
Listen to it, read it, and then separate 
the facts from the claims. 
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SPECIFICATIONS 
Hot Spot’s body and legs are 20-gauge cold 
rolled steel; beautifully nickel plated. 
Genuine Nichrome heating element. 


Deep groove heat-resisting element base made 


of porcelain brick composition. 


Standard two piece connection—all parts 


riveted. 

Six feet of heater cord. 
Detachable handle, fits around leg. 
All terminals enclosed. 

Strain relief bushing and bracket. 
Ventilated button foot. 

Packed in individual cartons. 


Price $3.85 retail. Liberal discounts and the 
same Liberty “square deal” sales policy. 








"Plotter ni " 


selling details. 


Hot Spot 
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— slashing announcement of the new Liberty Hot 
Spot in colors has just been sent to 12,304 electrical 
dealers and jobbers; 13,000 hardware dealers and job- 
bers; 3139 central stations; 1500 furniture stores; 
1000 specialty shops and 2160 department stores. Total 
33,103—add ‘em up! 

Everybody is talking Hot Spot—the quality plate with 
the volume price. Now—while the campaign is at its 
peak and dealer enthusiasm is high, is the time for you 
to push this new item. Ask your Sales Manager for 








THE LIBERTY GAUGE 
AND INSTRUMENT C O. 
6545 Carnegie Ave. Cleveland, O. 





Pacific Coast Representatives 
Western Agencies, Inc. 
711-713 Mission St., San Francisco, Cal. 











USERS BECOME APDLIANCE BOOSTERS 
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Jobbers at Hot Springs Not 
Burdened With Worries 


General Feeling of Optimism and Satisfaction Over Good Business—Larger 
Attendance Than Usual Reflects Prosperous Conditions 


Jobbers come to the Hot Springs meetings from wide- 
ly separated sections of the country. 


tively few instances are they 
competitors. ‘They meet as old 
friends, largely for social enjoy- 
ment, and the meeting this year 
was characterized by that atti- 
tude. There was no calamitous 
condition in the industry, as was 
the case two years ago, to form 
a subject of universal discussion. 
Neither was there any serious 
cloud on the horizon to cause ap- 
prehension. ‘True, some few 
were inclined to see danger ahead 
in the present slowing up of 
building activities in various 
parts of the country, due to the 
high cost of labor and materials. 
But there were others, equally 
thoughtful, who saw in this a 
very effective brake which was 
being applied in time to prevent 
over expansion and reckless busi- 
ness conduct. 

There was little talk going on 
which was not of an optimistic 
turn. Business was good and 
the fact was reflected in the 
bearing and the conversation of 
the men present. In short, if a 
keynote could be struck of this 


Only in compara- 








Franklin 
Secretary E. S. J. A. 


Overbagh, 


General 











fifteenth annual convention of the Electrical Supply Job- 
bers Association, it would be a soft and even tone. There 


was an evident lack of tension. 
It was a gathering of men whose 
minds were not clouded with 
worry. 

As far as direct executive 
action is concerned, the most im- 
portant step taken at this meet- 
ing was for the Association to 
discontinue connection with the 
Atlantic and Central Divisions 
as far as bearing any part of the 
expense of their meetings is con- 
cerned or being connected in an 
official way with them. This ac- 
tion does not mean that these 
groups will be dissolved. They 
will continue their meetings and 
various activities for the improve- 
ment of local conditions, but will 
maintain themselves as separate 
organizations. 

The meeting was 
ally well attended—one of the 
largest in point of numbers ever 
held by the Association. Impor- 
tant and valuable ideas came out 
in the interesting program which 
was presented. In the following 
pages a brief summary is given 
of these features of the program. 


exception- 
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Reading from left to right: Geo. L. Patterson, ’89 and Thos. 
L. Townsend ’88, indicating the years when they started in 
the jobbing business; Frank Van Winkle, president of the Post- 
Glover Co., Cincinnati, Ohio; H. C. Downing of the Downing 


Electrical Co., Des Moines, Ia.; Paul Tafel of the Tafel Elec- 
tric Co., at the left discussing matters with “Ezra” Kendall, 
sales manager of Pass & Seymour. 





HAT is the relation of expense to sales in the 

electrical jobbing business? In the hardware 
jobbing business it is 17.26 per cent after deducting in- 
terest on borrowed money and capital invested. H. F. 
Thomas, of the Northwestern Electric Equipment Co., 
Minneapolis, has made an exhaustive study of this prob- 
lem, the results of which were presented at one of the 
executive sessions. His research extended to twenty-six 
jobbers who reported and the exact figures he obtained 
will be given later. It may be said here that in two 
exceptional cases, the highest and lowest reported, the 
ratio was 24.11 per cent and 11.31 per cent respectively. 


AS TO THE FUTURE of the electrical supply job- 
ber in the appliance field, C. C. Frantz, president 
of the Apex Electrical Distributing Co., voiced strong 
opinions. He did not mince his words. If the jobber 
does not properly equip himself to handle the rapidly 
growing market, the manufacturer will be ‘forced to set 

















up his own machinery. One of the first things to do to 
meet the situation is for the jobber to sell through retailers 
who can properly sell the public. The business is there. 
How far shall the jobber broaden out? It is poor policy 
to urge the contractor-dealer into expansion where he is 
not able to meet the situation. There are two things for 
the jobber to do—sell through the present restricted 
channels or broaden out to the full extent of the field. 


HEN RADIO became a reality, the one great ob- 

stacle in the farmer’s progress—lack of quick 
dissemination of information—was surmounted. This 
statement was made by J. Clyde Marquis, director of in- 
formation, Bureau of Economics, United States Depart- 
ment of Agriculture. Now, a farmer can determine in 
the morning through price information received by radio, 
whether or not to ship that day. The Department is 
extremely anxious to see every farmer equipped with a 
radio receiving set. Four million farmers need this serv- 








Left ta right: Mrs. A. L. Eustice of Chicago; “Three Genera- 


tions,” Thomas G. Grier, Harvey Hubbell, Inc., L. L. Hirsch, 
Electrical Supply Co., New Orleans, and Harry Bliven, Bryant 








Electric Co.; J. D. Robertson, president of the Robertson- 
Cataract Electric Co., Buffalo, with Mrs. Robertson; J. L. 
Owen, E. B. Latham & Co., New York, N. Y. 
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Left to right: R. P. Oblinger, president of the Indianapolis 
Electric Supply Co., a leading putter; C. B. Gray of the National 
Lamp Works, with C. H. Carey, sales manager, J. Y. Parke 
Co., Philadelphia, 
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H. P. Andrae, president Julius Andrae & Sons Co., Milwau- 
kee; “Watso” is George Patterson’s dog. If we were all as 
smart as “Watso” looks the problems of distribution would 
soon be solved. 





ice. A Department agent in every agricultural county 
in the United States is selling the farmers on this neces- 
sity. A vast market is being developed for radio, with 
all the forces of the government back of it. How are 
the manufacturer and the jobber going to tie in? 


NYONE who has doubts as to the value of the Asso- 

ciation to its members should have heard O. Fred 
Rost’s address. He had been asked to visualize this mat- 
ter, and he certainly did, with charts which were most 
convincing. Some say that the dues are high. The fact 
is that dues for the average member in 1923 are only 
$170.26 as against $304.80 in 1910, a reduction of 44 
per cent. For those who must see actual dollars and cents 
value in every thing—here they are: Through the Asso- 
ciation furnishing the necessary facts about the jobbing 
industry the present arrangement on Mazda lamps was 
brought about. Take the smallest member. He will do 
at least $50,000, with a four time turnover. 


_ at least $200 a year. 


Without the plan his interest charge on a $10,000 stock 
would be $600. Through efforts of the Association, pack- 
age standards have been developed. In an average job- 
bing establishment, the time of at least one clerk at $20.00 
a week is saved because of the better methods of packing 
in vogue. Saving $1,040 a year. A small house employ- 
ing the new method and form report devised by the Asso- 
ciation, can save the time of one typist—$780 a year. 
Insurance premiums for the average house are cut down 
The Association can also save him 
at least $1.00 per copy on catalogs, over a 3-year period; 
and if an edition of 1,000 copies is considered the sav- 
ing per year is $833.33. Adding these all up shows a net 
saving of $2,953.33, which would be a fair average. The 
cost to the jobber as before stated is only $170.26 on the 

But there is one thing which he found in his investiga- 
tions which was deemed most significant. In 1910 5 per 
cent or less of the business was done by non-association 
jobbers, in 1920 22 per cent, in 1923 33 per cent. 





Left to right: Harry Rasmussen, Indianapolis Electric Co., 
Indianapolis, Ind.; Mrs. Howard Ehrlich and Mrs. S. T. Beatie, 
of Chicago; A. J. Cole, vice-president, The McGraw Co., Omaha, 


Nebr.; O. Fred Rost, Newark Electrical Supply o.; Martin A. 
Oberlaner, Western Electric Co., Newark, N. J. 
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Five Ways in Which the 
Customer Is Always Right 


2. In Seeking and Respecting Technical Knowledge 
By JAMES H. COLLINS 


| vain the dealer tried to close that particular sale. 
It was the customer’s first car, and the largest money 
purchase he had ever made except his home. He was 
a newspaper editor by profession, and utterly lacking 
That was 
He had a mind 


in mechanical sense. 
the trouble. 


building materials. Such commodities usually call for a 
considerable investment by the purchaser. The customer 
has neither the knowledge nor the the time to pass upon 
their technical merits. He is willing to spend his money 
if they will do the work, 
and he depends upon the 





full of 
downs and costly repairs, and 
was afraid the car wouldn't 
stand up in service. | 


stories about  break- 


One day he dropped into 
the garage 
was out. 


while the dealer 
Frank, the repair- 
man, was re-lining a_ service 
brake. 
got to talking with him. Frank 
hasn’t the first instinct of a 
salesman, yet he closed the 





The newspaper man 





sale without knowing it simply 
by saying that they put 
mighty good material into the 
car the newspaper man was 


considering. Frank gave no 
mechanical details. He just 
said that, as a mechanic, in 
overhauling and repairing all 
sorts of cars, he always found 
this particular car had mighty 
good material in it. A sales- 
man saying the same thing 
would have been suspected of 
self-interest, but Frank, in his 
greasy overalls, spoke as a 
workman without a sales mo- 
tive, a man who ought to know, and whose straightfor- 
ward way of speaking created confidence. When the 
dealer himself came in a few minutes later, the editor 
wrote his check and was taken out to learn how to drive. 

The present-day merchant is no longer a craftsman 
who makes the stuff he sells. But in many lines he is 
still looked upon by customers as a technical expert. They 
do not expect him to build an automobile, an electric 
motor, a suit of clothes, or a shoe. But they do expect 
him to know when such things are built right, of good 
material, and in that expectation there are selling 
advantages for every retail merchant and his clerks. 

This selling advantage is not utilized to anywhere near 
the extent that it might be if retailers understood what 
is in the average customer’s mind. 

A great deal of present-day merchandise is technical 
in character—automobiles, electric apparatus, home con- 
veniences and labor-saving devices, farm implements, 








James H. Collins 


dealer to see that he gets value 
and service. If the retailer 
takes this responsibility, and 
makes it the basis of selling, 
he stands in the relation of a 
technical advisor as well as a 


merchant. 
Other kinds of merchandise, 
apparently simple everyday 


staples of moderate cost, also 
have their technical selling ad- 
vantages. Purity of ingredi- 
ents, wholesomeness, and even 
safety to health and life, are 
technical considerations in the 
merchandise of the grocer, 
butcher, baker and druggist. 
As an illustration, take the 
relation between a jeweler and 
the owner of a fine watch— 
but purely as an illustration, 
because the same relation will 
be found in many other lines. 
The customer’s watch is worth, 
say, $100 or more. Perhaps it 
has additional value because it 
was a gift or a memento. He 
takes pride in its accuracy, 
beauty and service, but knows nothing about its 
mechanism. He brings it to the jeweler for regulation, 
cleaning, repairs. The jeweler is, to him, a trained 
specialist, comparable with a physician or chemist. His 
confidence in him must be more or less blind. Putting 
the watch in good shape is not all the jeweler can do for 
his customer. He may comment upon its workmanship, 
make suggestions for keeping it in good condition, and 
out of his technical knowledge of horology make that 
time-piece more valuable in its owner’s eyes. At the 
same time he makes his own technical knowledge and 
skill more valuable in the customer’s eyes, and gives 
him confidence in anything he might have to say about 
his own merchandise. Should that customer later want 
to purchase another watch, or some jewels or silverware, 
this confidence will lead him to choose goods of a higher 
value than would be the case if he were dealing simply 
with a salesman. (Turn to page 67) 
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Making a Game of Business 


J. O. Morris, Vice President and General Manager of the Electrical Supply 
and Equipment Co., Outlines Policies of a Happy Business Family 


Reported by THOMAS F. CHANTLER 


Of the Staff of the Society for Electrical Development 


AKE a game of your business, or it will make 
game of you. 


That, in a sentence, is the nub of all that I 
brought away from my inter- 


“You must first understand,” explains Morris, “that a 
monthly sales handicap race is part of our regular pro- 
gram and it is designed to gain support and interest all 
along the line. A distinctive 
feature of the contest is 





view with Morris. But don't 
blame Morris if that  senti- 
ment displeases, for that way 
of putting it is your re- 
porter’s. 

Now, perhaps, there may be 
some one who enjoys wearing 
a face as long as the Ten 
Commandments and who will 
resent having his favorite 
source of worry referred to as 
so joyous a thing as a game. 
In imagination, one can see 
such a Mr. Gloom calling at 
the headquarters of the E. S. 
& E. Co. and securing this 
interview. His first shocking 
discovery would have to do 
with the youth of those com- 
prising this organization— 
Morris, still some years this 
side of 40, is next to the 
oldest man in the organiza- 
tion. The real youngsters in 
the outfit would have a hard 


Morris 


terview. 


salesmen. 





EPORTER’S NOTE: Mr. 
debated quite a 
while before granting this in- 
He felt that it was 
unseemly for an organization 
of young men to get into the 
limelight in that way. But when 
it was put up to him that grant- 
ing the interview represented 
good team work with the other 
readers of THE JOBBER’s SALEs- 
MAN, he came through in fine 
style. The E. S. & E. Co. main- 
tains branches at Albany, Buf- 
falo, Elmira, Scranton, Wilkes- 
Barre and Reading, with exe- 
cutive headquarters at Albany. © 
The organization numbers about 
150 people, 30 of whom are 


that no credit is given tc 
salesmen for volume of sales 
alone; the score is based upon 
percentage of profit in rela- 
tion to volume. The scheme 
of scoring is such that a man, 
selling in the poorest ter- 
ritory, has an even break with 


the salesman in the very 
choicest territory.” 
“How'd you work that 


out?” asks Gloom, hunching 
forward in his chair. 
“Easily,” assures Morris, 
passing the old fellow a cigar- 
ette, “we began by taking our 
admittedly best territory and 
securing agreement all along 
the line as to the estimated 
sales possibilities of that ter- 
ritory. That, we called our 
standard, or 100 percent. 
Then we graded all the other 
territories, establishing a 








time satisfying Mr. Gloom 
that their ears were really 
dry. But his next discovery would shock him still more, 
for, regardless of their youth and all that sort of thing, 
80 percent of the total number of employes are investors 
in the company. 

“Get that correctly,” cautions Morris, seeing Mr. 
Gloom making a note of that fact. “What we offer is 
an eight percent preferred bond, at the par value of 
$25.00, in which employees are permitted to invest an- 
nually up to 20 percent of their individual salaries and 
earnings. The bonds also participate in the earnings of 
the company on a proportionate basis with the common 
stock whenever there is a surplus that can be so divided, 
and, believe me, Mr. Gloom,” smiles Morris, “we cut such 
melons pretty regularly.” 

“Huh!” snorts Gloom, “what’s the good of all that?’ 

“Well,” replies Morris, ‘we are a pretty happy busi- 
ness family for one thing and stick together unusually 
well, too. But the fact of our employees being stock- 
holders is not alone responsible for our happy condition. 
You see, Mr. Gloom, it’s our belief in this organization 
that if one does not get something besides money out of 
business, it will not prove satisfactory; we endeavor to 
make a game of business—playing to win always. 


quota for each that was fair 
with reference to our estab- 
lished standard. In other words, the man working a new 
territory can, by selling the stuff that will give him a 
better profit, make a showing in relation to volume that 
the man in the creamiest territory may fail to equal. 
Frequently, in fact, some chap developing a new ter- 
ritory does come in a winner. 


“To make the contest interesting, three money prizes 
of $100, $50 and $25 are awarded. In addition, we have 
these gold pins,” calling attention to the one on his vest, 
“which are so designed that they indicate a man’s posi- 
tion in the company and his standing in the annual sales- 
man’s race. The pin, as you see, is in the form of a five- 
pointed star, and bears in the center the inscription, ‘pas 
a pas,’ meaning ‘step by step.’ If a man is an officer in 
the general office, a ruby is set in the pin for each year 
of service, while a manager or assistant manager iden- 
tified with one of the branches receives an emerald. For 
a salesman to obtain a pin he must win first, second or 
third in the yearly sales contest. The salesman who 
wins first prize in the selling race receives a pearl, which 
counts as five points; winners of the second and third 
prizes each receive sapphires counting three points for 
the second prize and two for the third. Five points en- 
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titles a man to a pearl. Also a diamond setting is 
awarded annually to the president of the Executive Club 
for that year. So you see, Mr. Gloom, to one who knows 
our ways, this pin is a complete record of a man’s place 
and standing in the company. 

“The sales contest is only one element in our set-up; 
there are other things that we think important. For 
example, our rule is never to go outside of our own or- 
ganization for men to fill executive positions. Para- 
phrasing Napoleon, we can say that every man in our 
organization is in line for an executive job if he measures 
up. It works out just that way, too,” assures Morris, 
noting Gloom’s look of scepticism. “The present man- 
ager of our Reading house began as a stock boy at a 
salary of $12.00 weekly; another branch manager began 
as a stenographer at 


in selecting him in the first place, we cast about to find 
the factor that was disturbing our calculations. We dis- 
covered that his family were prejudiced against the city 
that his job required him to live in. We switched him to 
a new territory that was more congenial all around, and 
he has been going up hill ever since.” 

“I guess, maybe, there is something to it,” agrees 
Gloom, “but tell me,” he asks, almost pleasantly, “how 
do you pick your people? You must have a pretty good 
system. Do you make them give references and all that 
sort of thing?” 

“Nary a reference,” assures Morris; “and we seldom 
even bother to look a man up.” 

“Great Snakes!” exclaims Gloom. “Do you mean to 
tell me you just let people walk in here and tell you 
they are going to go to 
work?” 





$10.00 weekly. Our as- 
sistant general purchas- 
ing agent started as a 
stenographer. Thus _ it 
goes. The only exception 
to that occurred 
when we took over what 
is now our Buffalo house; 
that was a going con- 


rule 


cern and the organiza- 
tion was part of the 
deal. Generally speak- 
ing, however, our fel- 


lows know that there is 
plenty of room higher 
up; they plan and work 
accordingly.” 

“Tt’s all well enough, 
I suppose,’ concedes 
Gloom, “but the proof 
of the pudding is in the 
eating. How many men 
do you discharge ? 
That’s what I want to 
know.” 


“Tm glad you ask 
that,” smiles Morris, 
“for I can tell you that 
within the last nine 


years we have let go not 
more than 10 men. And 
when we do discharge a 
mark 
only as a 


man, you, it is 
last resort. 
We believe in employing 
young men; and once a 
man has been employed 
we consider it an obliga- 
tion on our part not only 
to help him make good 
but to give him every op- 
portunity to do so. 

“One of our salesmen, 
for instance, was not 
making good in the ter- 
ritory assigned to him. 
Feeling that we had ex- 
ercised good judgment 


Conn., when he was 21. 


manager in 1914. 


Hobbies: 








J. O. Morris 


Mr. Morris, graduated from Trinity College, Hartford, 
During his few years in business 
he held no less than 14 jobs, with almost as many differ- 
ent concerns—seeking to find himself, as he put it. 
he broke into the electrical field as a stock boy with the 
Western Electric Co. in Pittsburgh. 
the purchasing and auditing departments and then worked 
behind the counter, coming finally to serve as a city sales- are 
man and then selling on territory. 
E. Co. in 1913 as assistant sales manager, being made sales 
In 1915, he and H. E. Page, president 
of the company, purchased the business, the headquarters 
of which were at Hartford, now at Albany, N. Y. 

Bull terriers and golf. 


“Assuredly not. I 
merely intimate that we 
do not place much stock 
in references. We seek 
a good interview with a 
man before employing 
him and note carefully 
all that he says and does 
during the interview. We 
work on the theory that 
a man is entitled to be 
considered a good one 
until, by his own words 
and actions, he shows 
himself to be otherwise. 
And invariably in the 
interview a man’s real 
self will shine forth. 
Anyway, it seems to 
work out well for us. 

“We are not attempt- 
ing to do anything orig- 
inal or blaze new trails. 
The best we can say for 
ourselves is that we have 
tried to profit by the ex- 
periences of other con- 
cerns. But there is one 
point upon which we do 
have a very well founded 
opinion.” 

“What’s that?” 

“It’s our conviction, 
Mr. Gloom, that the way 
to have a man put the 
best of himself into his 
work is by first convinc- 
ing him that your con- 
fidence in him hasn’t any 
strings to it and that you 
expecting he will 
measure up. 

“Men are a good deal 
like animals in that re- 
spect. I am a bull ter- 
rier fan and I have no- 

(Turn to page 50) 
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The Public Wants Lower Prices 


How Can This Be Squared With the Demands of the Trade for Greater 
Margins? Some Thoughts on Distribution Problems 


By GEORGE A. HUGHES 


President Edison Electric Appliance Co., Chicago 


It is my belief that the present system of distribution 
of electrical products and appliances is the most econom- 
ical one; from manufacturer to jobber, to dealer, to pub- 
lic. I wish to make my position clear on that point at 
the start. In operation, this plan is not perfect, although 
I believe that each year shows an improvement in the 
conditions of distribution. 

Consideration of those branches of industry in which 
the manufacturer acts as his own 
wholesale and retail distributor, 
does not indicate on the whole 
any lowering of prices to the 
public. Take sewing machines, 
for example, which are sold di- 
rect. 

There is at the present time 
and ever since the peak of prices 
in 1920, a demand from the pub- 
lic for lower prices. In addition 
to this, many electrical jobbers 
and dealers want better dis- 
counts. This calls for serious 
consideration by manufacturers, 
especially those whose wares are 
sold to the ultimate consumer. 

The contention among these 
wholesale and retail electrical 
distributors is that the spread 
of discounts now applying to 
electrical appliances is not suf- 
ficient for them to do business 
and make any money, in view 
of the fact that the public is not 
yet fully sold on these appli- 
ances, and, there is much development work to be done 
in order to secure a fair volume of sales. 

The theory of discounts on nationally advertised goods, 
as I understand it, with consumer merchandise, is that 
the manufacturer establishes a list price, and theoret- 
ically at least, he contends that that is the price that he 
would have to get if he went to the consumer direct. The 
dealer contends that he can reach the consumer more 
economically, and for that service is given a discount. 
Next in line comes the jobber, who says to the manufac- 
turer—You need not send your salesmen to call on these 
dealers. My men are calling on them with a general 
line, and can do just as well, and we will carry stock 
and give service on your product,”—and he gets a dis- 
count. 

The contention, therefore, on the part of dealers and 
jobbers that these discounts are not sufficient, raises a 
serious question for the manufacturer. In view of the 





George A. 


attitude of the consuming public, and the agitation for 
lower prices, most manufacturers believe that any in- 
crease in list prices would cause serious curtailments of 
sales. In general it may be said with fairness that the 
manufacturer has done as much paring down on costs, 
and on sales expenses, etc., as any other branch of the 
industry—and that he is not making a big profit, which 
might easily be split up further among the various dis- 
tribution agencies to meet this 
situation. 

What then is to be the an- 
swer? As I see it, volume and 
turnover must be increased and 
better merchandising put into 
effect. 

In order to discuss discounts 
or profits on turnover intelli- 
gently the cost of operating 
must be understood and herein 
lies one of the principal diffi- 
culties, insofar as the electrical 
trade is concerned. It is well 
known that many electrical con- 
tractors and dealers and even 
jobbers do not know their actual 
cost of handling the different 
commodities. Questions of dis- 
tribution of overhead on varied 
lines, annual volume and rate of 
turnover are practical factors 
which seriously affect -the re- 
sult. Then, too, it is obvious 
that shelf merchandise, such as 
flatirons, comes under a different 
form of merchandise than such specialties as vacuum 
cleaners and washing machines. All this must be taken 
into consideration in considering cost of doing business 
and figuring profits. 

As an example of the great room or improvement in 
determining costs in the electrical trade, while not apply- 
ing to the merchandising branch of the industry, I might 
cite the case of the Brooklyn contractors, which Mr. C. 
L. Eidlitz, Commissioner of the Electrical Contractors 
Association of Greater New York, has just given out, 
regarding bids submitted by a number of these contract- 
ors on several large buildings which showed a variation 
of from 12 per cent to 40 per cent in the total bare cost 
of material and labor. Wide variations occurred both 
in materials and the labor. 

Electrical heating appliances are to be classified then 
as shelf merchandise and on these the dealer’s discount is 
from 33 1/3 per cent to 37 per cent, taking Hotpoint 
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appliance discounts as typical. This compares very 
favorably indeed with discounts obtaining in established 
retail trade lines, which are analogous from a mer- 
chandising standpoint and where 30 per cent is usual. 
Household electric heating appliances have always been 
sold more or less by department stores, house furnishing 
stores, hardware stores and such places, where house- 
hold goods are generally carried and where the woman 
of the home is accustomed to shop. These are old estab- 
lished lines of business which know merchandising costs 
and methods and have been successful in the face of com- 
petition. Their costs are very well established and are 
interesting for comparison. 

In 1921, which was a poor year, 366 department stores 
did a gross business of $600,000,000, with an average 
gross profit of 28 per cent. The average turnover was 
seven times a year; and the net profit on this turnover, 
while only 1.9 per cent per turnover, amounted to 13.3 
per cent for the year. 


The cost of doing business and profits from 38 dry 
goods stores in cities ranging from 7,500 to 300,000, in 24 
states, compiled by the National Dry Goods Association, 
shows an average gross profit of from approximately 30 
to 33 per cent (the higher figures being from the larger 
centers). The average cost of doing business by these 
stores, as shown below, is 23 per cent, making the net 
profit about 814 per cent, with only a four time turnover— 
where the successful department stores mentioned in the 
previous paragraph are getting a seven time turnover 
and 50 per cent or more net profit. 

Wheeler Sammons, chairman of the editorial board of 
the Shaw Publications, gives some average figures of 
various kinds of business taken from the books of 1,560 
concerns, and they make a very interesting study. The 
following figures on store costs and turnover are given 
by Mr. Sammons in his book, “How to Run a Retail Busi- 


ness at Greater Profit”. 
Average Store Costs 











Dry Goods Variety Hardware 
Factors of Cost Store Store Store 
ON ee ae PUA oS oe ye Le 4 3.24% 4.41% 3.41% 
Salaries ....... : ; -nssicaigt 8.86 10.11 
Advertising .. ; me a. 1.67 1.52 1:12 
BN Tt CN Sein cnc neni ine 54 81 43 
ao oh. . 1.02 .00 91 
Supplies ~.......... Me ere 21 60 
Insurance & Taxes... nn: 98 99 
General Expenses . sits Se 91 2.01 
Depreciation and Shrinkage. oe .06 .52 
Bad Debts . ; é 21 .00 31 
Total Percentage of Expenses to Sales.... 23.05% 17.91% 20.41% 


Average Number of Turn-Overs Obtained Annually 
Type of Store ee Turn-Over 


Grocery Cee eee eT 10 
Department ..... : 7 
Variety Goods Me aR os 6 
SO eens aes 4 
Clothing . 2 
PL SA ene SE aR en os 1.5 
Lines 

Candy 15 (x) 
Notions cae Paks 9 
Corsets .... Gee te ee 
Women’s Ready -to-Wear ATES 6 
eee 7 (x) 
Pianos _..... b ccltinenteacsnsseilesiel a ae 9 (x) 
Umbrellas & ‘Canes : pe ee 
Clocks ...... eae ee Me Ne BM LS 


(x) ‘City “department stores. 

While a great deal has been said about turnover of 
late, the subject cannot be over emphasized and every 
means to secure greater turnover must be constantly con- 
sidered if the electrical trade is to be successful. 

The man who gets the greatest return on his very lim- 
ited capital is the Greek with the fruit stand, who has 
360 turnovers a year, or perhaps even a better illustra- 





tion—the news boy. Even one per cent net profit would 
give him 360 per cent at the end of the year. 

It is notorious that jewelry stores have a low turn- 
over and a high cost, therefore, of doing business, which 
often makes a small annual net profit, even with the large 
gross profits that are current in the jewelry trade. 

One jeweler that I have in mind is very successful, due 
to his supreme attention to the matter of turnover, and 
he says that if you don’t know the weak lines you are 
bound to hold stock from season to season, and that is 
the shortest road to failure. He states: “When you get 
a grip on your stock it is only a matter of a question of 
stockkeeping to weed out profitless lines. Once you get 
the rapid turning lines going well, you will be in a posi- 
tion to aim for big gross sales and less profit per sale— 
that is the type of business which makes money. I -sell 
a certain novelty pin, for instance, from a 10-dollar stock, 
by re-ordering daily. I don’t invest more than 20 dollars 
at a time, and I turn it twice a week at three per cent net 
on each turnover. My friend down the street sells, at a 
20 per cent profit, a farm implement which cost him $100. 
It takes him six months to make the sale. Against his 
40 per cent—counting that he repeats the sale in a like 
time—I make 812 per cent on the investment and have 
$80 less tied up. That $80 I put into other fast lines.” 


A retail dealer recently made an analysis of his $75,000 
stock and he found that 80 per cent of his turnover was 
done on $25,000 worth of his stock. This showed that 
two-thirds of his investment was practically “frozen” by 
slow moving stock. 


An electrical dealer, for example, can invest in $63 
worth of an assortment of fast moving appliances which 
he can sell for $100. Assuming a normal operating cost 
of 25 percent of selling price, he would have a net profit 
of $12 on each turnover. I believe that the dealer should 
aim to turn stock on such goods six times a year. This 
would give him an annual net profit of $72 on the original 
investment of $63 and a gross annual sale of $600. These 
figures, of course, are only illustrative and might have to 
be modified more or less; but they show the possibility. 


In short, we must learn in the electrical industry, as 
we have learned in other merchandising lines, that satis- 
factory returns come from turnover and volume rather 
than from large discounts. As long as there is even a 
small net profit on each sale, every turnover, it will mul- 
tiply during the year. This net profit can be increased 
by greater efficiency in operation, on the one hand, and 
on the other, by increased volume. of business to. carry 
and distribute the overhead. 


Turnover and volume go hand in hand. Fast moving 
lines make larger volume. Volume can be increased either 
by that quality and scope of merchandise which will draw 
greater patronage, or else by the intensity of the mer- 
chandising effort. 


Turnover is increased by well displayed, get-at-able 
merchandise, supported by appealing advertising; whether 
by newspaper, by mail or by window, by good store lay- 
out; but above all by concentration on fast moving na- 
tionally advertised brands of electrical household goods. 
Concentration in this way will reduce capital investment 
and release this capital for other profitable lines and often 
turn failure into success. 

It would appear that one of the (Turn to page 62) 
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To Move Merchandise 
First Move the Merchant 


Merchandising Isn’t Hard—The Stuff Some “Experts” Put Into It Is Hard— 
Here Are Three Simple Essentials—About the Only Things Required 


' ’ r E HAVE, in the jobbing business, a variety of 
specialists. We have lighting specialists, motor 
specialists and specialists who claim to know 
about high-tension transmission. We have washing ma- 
chine specialists and vacuum cleaner specialists and spe- 
cialists in telephony. So it would seem to a man up a 
tree, that there are enough specialists in this business, 
that there are probably too many, and our proposal, that 
we import or develop another type, breed or class of 
specialist will doubtless be hooted into the air by some. 

But wait— . 

Is there not room, ample room, for the specialist in mer- 
chandising ? 

“Whadaya mean—merchandising?”’ 

Just that. 

The electrical trade—the dealers who sell our stuff to 
the publice—are among the worst merchants in the world. 
This is not a knock; it is the recognition of a truth. 
Druggists, hardware men, grocers, butchers, drygoodsmen, 
jewelers, furniture dealers, milliners, shoemen, haberdash- 
ers—all excel the electrical retailer in the ability to “put 
over” merchandise to the public. All of these other mer- 
chants know how to buy, display, advertise and sell 
goods more efficiently. They all have faster, steadier 


turnover. They all make more money. 


Store Display Puts the Goods Up in Front of the Customer in Such Fashion that Every Latent Buying Instinct Is Aroused. 


Which being true, we contend that there is lots of room 
and plenty of work for the specialist who can teach 
merchandising to the electrical trade. 

It is a fact, which you easily verify, that many a so- 
called expert throws an awful bluff about his particular 
specialty. The lighting expert can spiel lucidly of 
lumens; the power specialist can mysteriously employ a 
slide rule where you or I would use a toddle-top; the 
vacuum cleaner man can leave you breathless with his 
explanation of how, when and where to clean vacuums. 
And similarly, the merchandising expert is in a position 
to throw a bluff about his biz. He can make you believe 
that what he peddles is deep stuff. He can feint you into 
mental contortions by drawing graphs and quoting statis- 
tics which he copies from a newspaper almanac. He can 
spray language like a Chink laundryman sprinkling 
clothes. What this type of bird is trying to do—and what 
he too often succeeds in doing—is to make you believe 
that merchandising is hard. 

That’s the bunk. 

Merchandising is easy. The only hard thing about it 
is the stuff some “experts” put in to make it hard. 

Merchandising is the business of moving merchandise 
from dealer to public. To move merchandise one must 
advertise it, display it and sell it. When a dealer does 
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these three things successfully he’s a successful merchant, 
and until he does he isn’t. 

The problem, then, is whether or not you, Mr. J. S. 
Jobbersalesman, can acquire in your own bean, and im- 
part to your trade, a reasonable working knowledge of 
these three activities. 

We believe you can. 

We'll go farther and say that you pretty near must, 
if you don’t want that trade to get choked to death by 
non-electrical competition. In other words, you'll have to 
sell merchandising ability to your electrical dealers or sell 
your electric goods to non-electrical dealers who have 
merchandising ability. 

You can take your choice. 

Merchandising, we have intimated, is more or less 
of a cinch. There are only three steps in the process, 
all simple. 

To sell goods at retail, the first thing is to let the pub- 
lic in on the secret that you have the goods for sale. It’s 
amazing how few do this. The average electrical dealer 
stocks up with saleable merchandise and then fills his win- 
dows with supply items which are only sold in wiring jobs. 
With good, fast-moving hot plates in the ware-room, he 
shows John Public an assortment of knife switches and 
condulettes in his window. Foolishment!—of course. He 
must be taught the art of window trimming. 

Now, window trimming is no such mysterious art. There 
are handbooks on the subject, and every manufacturer in 
the land—almost—spends plenty yen supplying designs, 
material and instructions on how to make displays that 
will sell his goods. If you will sit down of an evening 
and give two honest hours’ study to the free window trim 
material that’s kicking around your office right now, you 
will have a very firm hold on the first essential of success- 
ful merchandising. If you will study the subject an hour 
every day for six days you will qualify as an expert. 


Here’s the dope, as boiled down by Jack Rodger of 
“Electrical Retailing.” Jack is a peddler, like yourself. 
He sells advertising space, which is considerably more 
elusive and difficult than actual merchandise. Yet Jack 
qualified himself as an expert by studying the problem, 
organizing his facts, and simmering ’em, down to these 
six basic principles, on a point basis: 

Points 
20 Attention Value 
Secured by use of (1) Light, (2) Color, (3) 
Action, (4) Novelty, (5) Human Interest. 
Use-A ppeal 
Secured by (1) Merchandise posed to illus- 
trate its use, (2) Backgrounds and accessories 
that suggest use of goods, (3) Cards that tell 
of use. 
10 Simplicity of Idea 
Secured by confining trim to merchandise of 
similar lines, one use, one price, one line of 
goods. 
20 Neatness 
Secured by carefulness and cleanliness. 
5 Completeness 
Secured by finishing all minor details. 
20 Arrangement 
(1) Avoid straight lines and checkerboard ef- 
fect, (2) Follow nature’s way of making 
things interesting and seasgnable—peaks and 
valleys and winding streams. Landscape your 
window display. 


bo 
or 


100 

Make it a habit to plan your windows so that they will 
score as high as possible on this 100-point basis, and 
people will stop, look, learn and buy. 

Next to window triming as a mer- (Turn to page 90) 





HIS is a very vital question. It is one that can 

be viewed from many angles. However, I think 

that the electrical supply industry is here to stay 
and in the long run those who continue in the business 
will represent the survival of the fittest. 

Competition is getting larger and keener. There are at 
present too many jobbers for the demand. That is, there 
are jobbers who market their goods on scientific and 
well worked out plans and jobbers who think of nothing 
but volume, without regard to net results. And then 
there are also the larger contractor-dealers who pose as 
jobbers and who buy direct from the manufacturers as 
cheaply as the large distributors. They know nothing 
about the supply business but simply gum the cards 
for the legitimate jobber. 

The merging of lighting plants does away with many 
good accounts for the jobber, as then the parent com- 
pany is also able to buy direct from the manufacturer 
as cheaply as many of the jobbers—although many other 
jobbers still continue to enjoy a good share of this 
business. : 





Future of the Electrical Supply Business 


By R. P. OBLINGER 


President, Indianapolis Electric Supply Co. 


The best bet, to my way of thinking, is the industrial 
business. It should be given the closest attention by the 
jobber. 

There is plenty of business in sight for 1923. It might 
he interesting to know that the Copper & Brass Research 
Association has estimated that there will be six billion 
dollars worth of building completed during 1923. 

This expenditure will be divided as follows: 

For each $684 for industrial buildings, $950 will be 
spent for apartment houses, $406 for churches, $720 for 
dwellings (homes), $456 for hospitals, $652 for hotels, 
$616 for office buildings, $252 for public buildings, $124 
for garages and $1,180 for schools. You will note that 
the largest expenditure will be for schools. 


Try to stick to one manufacturer in various commod- 
ities and make his products and your house synonamous. 
Let him know that you are a real distributor and can 
market his goods cheaper than he can. This will en- 
courage the manufacturer. This will discourage . the 
manufacturer from marketing direct. 
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Market for Electrical Supplies 


Compiled Monthly From Reports Made to THE JOBBER’S SALESMAN, by 


Jobbers, on Market and Price Conditions for 21 Key Products 























































































































































































































EASTERN STATES* CENTRAL STATES* WESTERN STATES* 
MARKET PRICES MARKET PRICES MARKET PRICES 
Apr. 15 to General Apr. 15 to General Apr. 15 to General 
COMMODITY May 15 Trend May 15 Trend May 15 Trend 
Flelelela|Elzlslelelz| el zlslelszl i 
ih Co he I LCL Lae a 
Transformers, insulators, distribution equipment | 11 | 14 | 2|10| 17] 0 || 16 | 29) 7 | 26) 2 5 0} 7 al nd 
Poles and pole-line hardware ................-. , 8} 1/14/15] 0 6 22) 4) 32 20 O}} 5} 4] 1] 5 3 ‘aad 
Switchboards and accessories .................. Phu full $i; $| 27] 0 ne 14 1s Tl 2 ee Re A 8. 1 
Motors and control apparatus ................. Suvi thea Ses, call 16 | 1 || 12 | 29 Bocd 17 2 Si Oi 1} 2130 Sd 
Gal I Ks oooh oS 08 o-oo wg... acme het 11 1/11] 28] 0 thal 18} 2| 14] 43] 2 1} 9} 2] 21 10;-0 
WU 5 oo fos 0c 8 6 apes pra we hss wo «Hates 31 6 1 | 25 | 12 ec 41 | 17 3 | 41 | 20 0 |; 10 1 0 9 2 0 
Cénie eee GURU Ss 5 ie oe... epee | Sons we 7; 01149] 8| 8| 46 auld at 11 1] Oj} 11 1 Sind 
Pete OS ois cs cc ccccs. ss. sere | Bt 0 | 24/13 0 || 46 Gand Shed 40 | 19 2) 11 1 0 8 2 
Wes 5 orci ke wks Sollee See a Vso so eee Beal 19 0 | 21 | 13 3 || 31 | 26 2 | 26 | 31 2 6 6 0 7 3 2 
Pale anaes roy pon eee er ee 24 | 13 1 @ 1:33 hood 25 | 33 Bed 1 | 12 | 47 6 | 6 0 | 13 9 
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*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas; Central States 


all between. 














































Allowing a Man Honestly 


THE JOBBER’SMJSALESMAN 


to Make and Keep His Money 


Leacock on Capital 


By DR. FRANK CRANE 


P ROFESSOR Stephen B. Leacock, of under these striking sentences of Prof. Leacock. 


McGill University is a well-known hu- 


morist. In fact. Irvin S. 
Cobb refers to him as his 
“second favorite among 
the humorists of the 
world.” 

Mr. Leacock also is a 
pretty fair thinker. 

The other day at the 
Canadian Club of New 
York he made a few re- 
marks upon the subject 
of capital which are 
worthy of preservation. 

“What we need,” he 
said, “is the opportunity 
to make money, to make 
lots of it, and when we 
have got it, to keep it. 
Capital is discouraged. 
The root of the trouble is 
that we have checked and 
discouraged private en- 
terprise. 

“Infected with the col- 
lectionist ideas of our day, 
we look with suspicion on 
the huge fortunes that 





Private gain is often unscrupulous. Angels 


are scarce among million- 
aires quite as much as in 
other regions, and the sins 
of concession companies 
have been plentifully ex- 
ploited. 

But the only basis upon 
which up to the present 
time it has been proved 
possible to develop the 
prosperity of any country 
is allowing a man to make 
as much money as he can 
honestly, and giving him 
such protection as will 
enable him to keep it. 

Both the United States 
and Canada need capital, 
and need it in industries 
more than they need it in 
Government bonds. Both 
countries also need immi- 
grants. 

Of course, proper at- 
tention should be paid to 
the protection of the wage 
earner so that he shall not 


used to fall to the organized industries. We _ be tyrannized over by his employer, nor crowded 


once called them Empire Builders, but now 
term them profiteers, and all they can do is sit 


out of his job and into low wages by an influx 
of foreigners. But our caution in these respects 


still and keep out of the penitentiary. As to may easily be carried too far. 


their money, the most they can do with it is to 
buy Government bonds, and watch the Govern- 
ment waste the principal and tax the community 
to death to pay the interest.” 

There is a good deal of truth lurking around 


The laborer is prosperous only as the country 
is prosperous—only as industry thrives and con- 
tinually expands; and every inducement should 


be made to encourage men with money and 


Copyright, 1923, by Dr. Frank Crane. 


brains to accomplish these things. 








An Editorial by Dr. Crane Appears in Each Issue of 
THE JOBBER’S SALESMAN 
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“Twas a merry company” 
that gathered at Hot Springs, 
Va., for the convention of the 
Electrical Supply —Jobbers 
Association, May 20 to 25. On 
this and the following page 
are some of the manufacturers 
and guests. On pages 6 and 7 
are other snap shots taken on 
this occasion. 


Zell Myers, Cutler-Hammer Mfg. 
Co., of Chicago. He made a “hole 


in one” at Hot Springs this year. _F. Lee Farmer, Beardslee Chande- 
Probably what he went there for. lier Mfg. Co., Chicago. 





George Baldwin, manager Merchan- 
L. L. Parkinson, Chicago district dise Bureau, General Electric Co., M. Magnus Manheim, president 
manager for Pass & Seymour. New York. Magnus Electric Co., Inc., New York. 


At the left, C. S. Beardsley with F. S. Montgomery, of Wynkoop, R. W. Procter on the left, is sales 
president C. G. Frantz, both of the Hallenbeck, Crawford at the right manager of the Black & Decker Mfg. 
Apex Electrical Distributing Co., with his brother Charles G., of the U. Co., Baltimore. G. W. Brogan on the 
Cleveland. S. Veterans Bureau. right is advertising manager. 
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at Hot Springs 





G. A. Powers, Benjamin Left to right: A. E. Tregenza and Mor- C. E. Patterson, vice-pres- E. W. Lloyd, Chi- 
Electric Mfg. Co., Chicago. gan Ellis, of the Economy Fuse & Mfg. ident, General Electric Co., cago, chairman Joint 
Co., Chicago, and T. I. Stacey, Bryant Schenectady, N. Y. Committee for Busi- 
Electric Co., Chicago. ness Development who 
addressed the conven- 

tion. 


P. S. Klees and W. E. Sprackling E. F. Potter, man- At the left is the Hon. Clyde A. H. Jaeger, Edi- 
of the Tubular Woven Fabric Co. ager radio depart- Kelly, congressman from Pennsy]- son Electric Appli- 
Pawtucket, R. I. They passed out ment, Kellogg Switch- vania, who addressed the conven- ance Co., Chicago. 
highly appreciated souvenirs—45 doz- board & Supply Co., tion, with W. G. Campbell of the 


“3 golf balls specially branded Chicago. Central Tube Co., Pittsburgh. 
“Dura.” 
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DOWN THE SALMON RIVER 


These interesting views were contributed by Floyd 
N. Averill, of the Fobes Supply Co., Portland, Ore. 
They were taken during an exciting trip last Fall 
down the Salmon River in Idaho. The party, in- 
cluding Mr. Averill, consisted of H. E. Sanderson, 
Bryant Electric Co.; C. R. Back, Manhattan Elec- 
trical Supply Co., San Francisco; W. M. Deming, 
San Francisco; O. B. Stubbs, president Stubbs Elec- 
tric Co., Portland; R. V. Peterson, manager Stubbs 
Electric Co, San Francisco; C. M. Will, manager 
Fobes Supply Co., Portland, and R. G. Littler, West 
Coast Engineering Co., Portland. 

The boat “Electra” was built at Salmon, Idaho. 
From there they followed the river for 173 miles, 
making a drop in that distance of 3000 feet. One 
hundred miles was through country without trails. 
Fishing was good. To hunt, it was necessary to climb 
out of the canyon—5000 to 7000 feet. 

It was a hazardous trip during a low stage of 
water, taking three weeks. “It was one of those ex- 
periences, after it is safely over, for which one would 
not take a mint of money. But there is no hankering 
to make it again under the same conditions,” writes 
Mr. Averill. 


Photos in left-hand column, top to bottom. What 
the “Electra” hit at Squaw Creek—camp in Black 
Canyon—wreck on Squaw Creek—on a sand bar for 
lunch. At the top of this column: C. M. Will, man- 
ager of Fobes Supply Co., Portland. At the bottom 
of this column: W. M. Deming of San Francisco 
and F. N. Averill of Portland. 
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L. L. Shivers 


President, Carter Electric Co., Atlanta, Ga. 
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MEN YOU SHOULD KNOW 


L. L. Shivers, 


Ft HIS is the story of a man who had the cards stacked 


against him at the very start. Hardships and obsta- 
cles such as he overcame either make or break a man. 
Now that they are far in the background and Mr. Shivers 
is a prominent and successful business man, he would 
probably tell you that they were the making of him. At 
any rate, he had the ambition and necessary vision to 
come out on top of the heap. 


President 
Carter Electric Co. 


for one new at the business, he soon came to believe that 
the company was not going after business with up-to- 
date methods and he laid several plans before them as to 
how they could increase their earnings. Shortly there- 
after there was a reorganization and he was made man- 
ager of the company and from this time on they be- 
gan to be known throughout the South. 

There was another reorgan- 
zation in 1913 and the name 





Mr. Shivers was born of 
very poor parents, in Mil- 
ledgeville, Baldwin County, 


Ga. in the year 1876. His 
parents died when he was six 
years old. Both died on the 
same day and about an hour 
apart. Some time after the 
death of his parents, and 
while yet a very small boy, he 
got work on a farm for which 
he was given his room and 
board. Part of his job was 
picking cotton in the fall. He 
stuck at this until he was 
about 14 years old and then 
went to work for the old 
Georgia & Southern R. R. as a . 
section hand. In two years 


come. 


determination. 





Determination 
ETERMINATION 


fundamental in the attain- 
ment of success. 
man with determination to suc- 
ceed can inevitably gain success, 
provided his spirit is bigger than 
the numberless obstacles that he 
will encounter and have to over- 
What L. L. Shivers has 
achieved may be credited mostly 
to this dominant characteristic of 


Carter Electric Co. was sub- 
stituted for W. E. Carter Elec- 
tric Co. and Mr. Shivers was 
made vice president and gen- 
eral manager. It must be re- 
membered that his rapid rise 
in the industry was not due to 
any kind of “pull.” The things 
that brought it to pass were 
intelligence and downright 
hard work from early in the 
morning until late at night. 
His just reward came in due 
time, for in January 1922, he 
purchased the controlling stock 
and became president of the 
Carter Electric Co. 

A man about 5. ft. 9 in. tall, 


is a 


Any young 








time, or to be exact, when he 
was 16 years old, he was pro- 
moted to section foreman at the grand wages of $45 a 
month. He kept this job as section foreman for another 
year and in the meantime had saved up a little money; 
then quit to go back to school. 

But he saw eventually that his money would give out 
before he could finish, so his schooling came to an abrupt 
end and he secured a position with the Postal Telegraph 
Co. at nothing per month and was put through a course of 
training, learning to be a telegraph operator. He be- 
came very proficient and was given an office to handle, 
remaining with the telegraph company for 10 years and 
working himself up to the position of traffic chief. 

Suddenly, after his long apprenticeship in telegraph 
work, he decided that there was no future to the business 
and quit. He at this time was stationed at Augusta, Ga. 
Boarding the train he went to Atlanta, Ga., and started 
out hunting a job, as a job he must have right away as 
his money was getting low again. He happened to know 
of the old W. E. Carter Electric Co. and believing that 
he could sell electrical supplies, although he had never 
sold a dollar’s worth of goods in his life, he made appli- 
cation to them for work. They at first were very skep- 
tical in regard to his ability. But being very persis- 
tent he finally secured a position with them as salesman, 
was given a few samples and a territory and told to “go 
to it.” 

He began to produce from the start. Possessed of an 
unusually keen insight into merchandising principles 





_ a success of it. 


rather solidly built and with 
a friendly type of face, you 
you realize at first glance that he is a very human sort 
of a person and this impression is strengthened as you 
become acquainted and find out that he is a man’s man, 
a sportsman, being a great fisherman and hunter, and a 
lover of the great outdoors. We were told that when 
it comes to a game of golf if you play with L. L. you 
had better watch your step, for, as with everything 
else that he does, he concentrates on his game and makes 
He is a great clubman and entertainer, 
belongs to the Driving Club, Druid Hills Golf Club, 
Capital City Club is a Rotarian, a Shriner and also 
belongs to East Lake Country Club. 

They tell a story about L. L. to the effect that when he 
first started to play golf he was more or less ashamed to 
be seen carrying the golf clubs, as golf at that time did not 
enjoy the popularity among business men that it does 
today. So he used to have one of the boys take his 
clubs out to his car and place them in the back so that no 
one could see them until he got out to the links. 

Shivers is a human dynamo when it comes to work, but 
it would be hard to find more loyal men working for any 
organization than he has working for him and they think 
the world and all of him. And it is because he is human 
and not a bit up-stage and all his employees from the 
office boy on up know that he will be only too glad to 
help them with their problems at any time. 

A man who is very close to Mr. Shivers and in a posi- 
tion to absorb his philosophy says (J'urn to page 46) 
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Adventures of Hard Luck Sam 


Out of One Trap Into Another 


Dear Phil:—Remember the time Dutch Henchen run 
our bunch of little guys and caught you, and you begged 
so hard he left you live? You was all happied up, but 
you no more than got. around the corner when Babe 
Kelly busted you in the nose for stepping on his hat in 
the scramble. Get the idea, Phil? Your nose bled just 
as hard as if Dutch had hit you. Listen to one just 
like it. 

Got a hurry call to rush down to Dallas and sell 100 
sewing machines to Harry Greer, of the Appliance Cor- 
poration. I had just time to get the train, and, of course, 
there was a bunch of foreigners ahead of me, a lot of 
Lilliputians and Croshayans. They were buying tickets 
to Muscle Shoals, and if you ever heard Tosti’s Good-bye 
sung by a gang of drunken Micks, you know how they 
sounded to me. 

Not being able to sleep in an upper, I arrived in 
Dallas with my plans all made. The Appliance people 
had only a few of the rival machines left, but Harry was 
not sold on ours yet. So it was up to Sam to win him 
before he ordered more of the others. I simply figured 
on camping there and keeping our machine under Harry’s 
nose till he was overcome by the fumes. 

As a starter I got one of the girls on my side. Know- 
ing the women take to that stuff, and not being perfect 
myself, I figured the lady would be a help to me in 
selling Harry. We started to thread the thing, and with 
me clumsy and her nervous, it was like two kittens with 
a ball of yarn. 

I was cock-eyed watching Harry’s office, hoping he 
wouldn’t see the slaughter. He happened to be tied up 
with a bird who stuttered and was good for all afternoon. 
That sure was lucky, for in twenty minutes the lady and 
I was thread from head to foot, and when we started 
on the rest of the machine, the showcase looked like a 
display of| Ford parts, She got it down good, though, and 
promised to do all she could for me. 

I happened to hear Harry was going to work late that 


night, so while he was out to supper I slipped the machine . 


in his office. I knew he liked to play with things and 
figured he would get interested. The next morning he 
was limping a little, and the cover of the machine was 
scarred. Harry looked kind of sheepish, but wanted to 
know why I left it in his way, as he had barked his 
shins on it, then got mad and kicked it. 

That made me look blue, I guess, and Harry laughed 
and says he had tried her out and she was the lawyer's 
conscience, but he couldn’t let me know for sure till the 
next day. That left me hanging and I was kind of 
peeved that he wouldn’t close right away, but, of course, 
I couldn’t say anything. I just laid off that evening and 
tried to forget the whole business. 

The next morning before Harry came down I got to 
playing around with F. A. (Handsome) Hayden and 


Jerry-on-the-Job. Hayden is one of those outspoken 
salesmen, and Jerry is some practical joker. Knowing 
both of ’em, I offer no excuses. Anyhow, Hayden and 
I got back in the washroom, while Jerry was standing 
outside the door by the city counter. 

All of a sudden, while we was fighting over a towel, 
Jerry says from outside: ‘“What’s eatin’ Harry Greer 
lately? Why don’t he hire some more real salesmen? 
Hayden, you're the only live one, and Harry don’t ap- 
preciate you.” 

“Of course not,” pipes up Hayden. “I wish he’d com: 
out from under the moss and gimme some fast company.” 
- “So that’s what you think is it,” I chimes in, ‘“He’s like 
that about everything—he takes too d—d long to make up 
his mind.” 

Then Hayden and I walked out of the washroom, and 
I sucked my cigar half-way down my windpipe when | 
seen Harry Greer standing there, and Jerry-on-the-Job 
laughing fit to bust. Phil, I don’t know how I got out 
of there, but I do know where I went and what for. 
Straight to a “speak-easy” and inhaled a half-pint of 
moonshine. I wanted to get in shape to go back and 
mash that Jerry person all over the wall. And there was 
only one way I could get that way. 


What that hootch was made of no one knows, but it 
had coke and opium begging for mercy. As I started 
back to the Appliance office, I bumped into Henry Ford 
selling papers. Across the street on a lawn Babe Ruth 
was playing croquet with Jack Dempsey. I was kind 
of hazy then, so I stopped where King George was di- 
recting traffic and asked him was I headed right. I 
felt rocky, and wanting to do something for charity, I 
staggered into a plumber’s and give him my watch and 
money. There on his desk was a cocoanut shaving itself 
with a safety razor. Some Booze! 

After recovering a bit I walked into Harry Greer’s 
office. He had a funny little smile on. 

“I’m sorry, Sam,” he says, “Ii can’t buy no sewing ma- 
chines from you.” 

“I know it, Harry” I says, “and I don’t blame you for 
being sore at what I said.” 

“What?” he yells. “You don’t think that’s the reason, 
do you? Why I never gave that a thought except that 
it was a good joke!” 

“Well, then,” I chokes out, “for the love of Pete, why 
can’t you buy ’em?” “Just because,” he says, sad-like, 
“Here’s a memo from the storekeeper that they discovered 
50 more of the old machines in the warehouse—enough 
to last three months.” 

Phil, you know that beggar near Adams and Dear- 
born, don’t you? Well, slip over and see if you can 
buy his territory for me, will you? I hear it’s for sale and 
it’s good for $12.00 a day. 


Regards, 


SAM. 
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Designed to give The No. 33 Show 


either white light Window FLOOD 

or tints of color Light with Center 

inihed Given, Spot Beam has the 

Blue or Amber. X-Ray label of 
tata quality. 


Power Beh and No. 33 


To see the No. 33 Show Window FLOOD Light in action is to feel 
the great punch of white or colored light coming from the powerful 
center spot beam. 


_ Like a Searchlight, it “spots” or “high-lights’” one leading article 


with its powerful center spot beam but never once forgets that the 
rest of the display must be lighted, too! 


Electrical Men and Merchants everywhere place utmost confidence 
in the No. 33 because it carries the famous label. 


“Your Guarantee of Quality” 


National:XRay Reflector.Co. 


31 W. 46th Street 231 W. Jackson Blvd. Pacific Finance Bldg. 
NEW YORK CHICAGO LOS ANGELES 


Engineers in all Principal Cities 
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Sell the Idea—Throw the Goods In 


By LAWRENCE EFFERTH 


Sales Manager Liberty Gauge and Instrument Co., Cleveland 


“Here comes little Pollyanna, sure enough,’ said Jim 
to Jack as they stood awaiting the train to Bimsburg, 
“Sid looks as happy as if somebody had left him a million 
or his mother-in-law wasn’t expected to live through the 


2 


night. 

“Neither,” said Sid as he hustled up 
with a grin on his face like a Cheshire 
cat. “Just knocked down an order that 
will make you babies sit up and listen. 

“Shut up, take that silly grin off 
your homely mug and come on. Your 
story of sudden wealth will wait, but 
the train won't.” This from Jim. 

When they had scrambled aboard 
and settled in the smoker Jack said, 
“Well, boys, what will you have today; 
the Ruhr situation, politics or pinochle. 
But wait, Mr. I. M. Clever here, hasn’t 
told us how he landed the order that 
started him on the road to fortune and 
fame.” 

‘“Where’s your jimmy and searchlight, Sid,” bantered 
Jim. “You couldn’t get an order without them.” 

“Whosez, Whosez,” countered Sid, “I’m not as gray 
leaded at the game as you but at that I’ve got enough 
right here so I don’t have to take another order this 
month. Laugh that off!” 

“The order is not so important as how you got it, Sid,” 
said Jack. “How come?” 

“Well, to tell the truth there was nothing hard about 
it. This bird was a new hand at the electrical appliance 
game. Just seemed to like it and thought there was good 
money in it so he 
jumped in. Marsh is 
his name. Marshmal- 
low would have been 
better, for he was 
sweet picking; and 
soft — say, I just 
showed him the line 
and wrote him up for 
everything the shelves 
could carry. Boy, but 
you never saw any- 
thing so easy.” 

“Easy, like robbing 
a summer cottage in 
February and _ about 
as profitable,” said 
Jim. “Oh you sap, will you ever learn?” 

“What's the matter, jealous?’”’ answered Sid, none too 
pleasantly. “Why can’t you give a fellow credit when 
he gets away with murder instead of carrying on like 
an actress at her Pomeranian’s funeral.” 








You’ve Got to Be a Teacher 


“Jim’s not jealous, Sid, said Jack, “he is sorry for 
you. So am I. Now listen to me and keep your school- 
boy yap closed until I’m done.” 





They Use ’Em to Store Coal in 


“In the first place you ought to be ashamed on general 
principles. You’re not much better than an ordinary 
crook at that. You took your Marshmallow’s money and 
gave him nothing for it.” 

“What do you m ,’ started Sid. 

“I told you to shut up,” continued 
Jack, “and I meant it. Pay attention 
now and learn your stuff. 

“The only way to justify taking 
such an order from any retailer is to 
show him how to resell it at a profit.” 

“But I did,” cut in Sid, “I told him 
all the sales points of the line and 
even worked for an hour on a couple 
ads for his newspapers.” 

“Childs play,” interjected Jim. 

“Sure enough,’ continued Jack, 
“That's like doing your kid’s arithme- 
tic lesson for him; it doesn’t teach him 
anything. In order to truly educate 
your dealer you must make him de- 
velop on his own account. Don’t write his ads or ar- 
range his displays or trim his windows. Get him to do 
ii and then coach him and make suggestions. until he 
learns his lesson himself.” 

“You can’t make people take baths by putting bath 
tubs in their homes. They will use them to store the 
coal in. But, sell ‘em cleanliness and the very first thing 
they will drag the wash tub out of the cellar to take 
a bath.” 

“You took that bird’s money and didn’t deliver him 
a dern thing but a bunch of sheet metal and wire that 
will lie on his shelves and rust unless you bo back there 
and throw in a few 
constructive selling 
ideas that will turn 
those goods over for 
him at a profit.” 

“We ought to throw 
you off the train and 
make you walk back 
and apologize to that 
guy,” cut in Jim with 
a menacing move in 
Sid’s direction. 

“IT got you all 
right,” said Sid, “but 
where do you get all 
these ideas you are 
raving about. You say 
don’t sell a man more than he can resell.. All right. But 
how do I know how much he can resell. Isn’t that his 
business ahyway?” 

“Nix, not so you could notice it,” said Jack. “He will 
sell in direct ratio to what he knows about selling and 
your job is to teach him. Do you suppose John Wana- 
maker or Marshall Field thought. (Turn to page 91) 








Don’t Be a Highway Robber 
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Many Sal 


HE cameraman snapped this picture in front of the Illinois 
Electric Company, Chicago, where the new ILG Window Display featuring 
the Portable ILGAIR Ventilator was recently shown for the first time. 


Here and elsewhere crowds gathered This special Portable ILGAIR Display 
— they stopped, looked — and they bought. is now ready for exhibition by the jobbing trade 
Every jobber who has staged this new ILG- —according to a definitely arranged schedule. 
AIR demonstration reports gratifying results. Ask for full particulars. Learn all about the 
In one instance 12 ILGAIR Ventilators were ILG jobbers proposition and the intensified 
sold to a single customer. plan of honest-to-goodness co-operation. 


Everywhere ILG National Advertising is creating a demand for ILG Ventilating 
Equipment. The banker, the merchant, the housewife and the man on the street are buying. 
They all ask for the Ventilator with the fully enclosed, self-cooled motor — the ventila- 
ting fan that’s painted green. 











es Every Day 














Prompt action is necessary if you want us to date you up 
on this proposition for the near future — write us today 


ILG ELECTRIC VENTILATING COMPANY 


2854 NORTH CRAWFORD AVENUE 3-2 CHICAGO, ILL. 









FOR OFFICES -STORES- 
FACTORIES: PUBLIC BUILDINGS: 
RESTAURANTS -THEATRES -HOUSES -ETC: 
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The Indirect Attack 


HIS story was related to me by 

a salesman who used the methods 
of another—a past master at what he 
called the indirect attack. I will quote 
as nearly as I can remember: 


“It seemed some years ago when I 
was selling a specialty which al] the 
dealers simply fought to buy, I 
‘breezed’ into an old fellow’s store one 
day bristling with confidence and 
slammed my sample case on the count- 
er, had the straps unfastened and the 
lid almost off when he stopped me by 
saying, ‘Well, what do you want?’ I 
replied, still feeling confident, ‘Oh, I 
am Mr. Smith of the Bright Star Spe- 
cialty Co.’, to which he replied, “The 
h—l you are.’ This sort of reception 
was new to me; in fact, the dealers 
whom I called upon literally bought 
the goods from me without much effort 
on my part, and the fact that this old 
fellow turned me down rankled in my 
bosom, so I made up my mind then 
and there that I was going to sell him, 
and upon the occasion of my next call 








unlimbered all my heavy sales artil- 
lery and my most forceful demon- 
stration methods. In fact, I tried 
everything, but the old fellow was 
adamant. 


“It was then I brought into play 
the indirect attack as explained me by 
a past-master of the craft. 


“Next time I visited this town I 
made it my business to pass the old 
fellow’s store a couple of times till I 
was sure he saw me, then I passed on 
down the street, leaving him looking 
after me in a puzzled frame of mind. 


Little stories of 
unustal sales ~as 
told by salesmen. 


“Next trip I stood outside his door, 
samplé case in hand, conversing with 
one of his competitors whom I for- 
tunately chanced to meet in the very 
spot I wanted to meet him. 


“TI could see the old fellow eyeing 
me through the window, but again I 
passed on, and as I reached the cor- 
ner and peeped back, I found him on 
the sidewalk looking for me, still puz- 
zled. 


“This kept up for several weeks. In 
fact, each time I visited his city I 
made it my business to avoid him at 
the same time let him know I was in 
town. For this fact stood out most 
prominently owing to the large num- 
ber of dealers whom I sold in the city. 

“After awhile my tactics com- 
menced to get on the old man’s nerves, 
for whenever he saw me he would now 
smile at me and try, without conceding 
too much, to inveigle me to show m- 
line, but I was as foxy as he, and did 
not, although sorely tempted to talk 
business to him. One day, in fact, he 
openly invited me to come and see 
him and bring along my samples, but 
I replied, ‘Oh, some other time,’ and 
went on my way: At last the old fel- 
low could stand it no longer and he 
wrote my firm that he knew I was 
visiting his city and was purposely 
slighting him on my calls. Was his 
credit not good, and was he not the 
largest dealer in the city? 


“My concern being posted, replied 
in a courteous manner that the next 
time I was in the city, if not too busy, 
I would call upon him. But the next 
time I did arrive in the town I called 
him on the telephone and said: ‘I have 
a letter from my firm suggesting if I 
am not too busy to call upon you, but 
unfortunately I am today and will 
try to see you next time I visit your 
city in two weeks.’ 


“T could hear the old man growl- 
ing as he hung up the telephone, but 
to call at this stage of the game would 
have spoiled it all, for it would have 
given him the impression my firm had 
forced me into his store. 








“But the next time I visited his 
city I called and was received wit), 
open arms, ushered into his little pri 
vate office, handed one of the old man’s 
cabbages, and left with an order for « 
greater sum than had I sold him each: 
time I had visited his city. All of 
which goes to prove that they all fal! 
sooner or later, even if you have to 
use the indirect attack to accomplis|: 
your end,” - 

* #° # 


Following in the Wake of 
Progress 


HAVE on more than one occasion 

made capital out of a habit of 
mine, formed in my early days as a 
salesman. The habit consists of going 
in to the public library of every town, 
big or little, that I visit, and perusing 
the local paper, and also glancing 
over all the out-of-town papers avail- 
able. This keeps me posted on what's 
happening throughout the territory | 
cover. 


One day, while in the public library 
in Albany, I read in a paper from an- 





other city in my territory that th 
local electric light company has just 
floated a new stock issue to finance th: 
construction of a transmission line to 
a number of small towns 90 miles 
away from adequate lighting systems. 
Some of these towns had no electric 
lighting system at all. 


This was news that made an in- 
stantaneous impression on me. I im- 
mediately recharted my route so that 
I could get to that district at once: 
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Inland Illuminating Glassware 
Reaches You in Saleable Shape 


“T His added advantage of buying Inland glassware is insured by packing in per- 
fected Sefton cartons. They eliminate breakage; insure accurate count; overcome 

repacking; save storage space; check stock records. Besides you know your actual 

costs—there is no extra charge for boxing, packing or cartage to Inland’s prices. 


The first advantage is the Inland sales 
policy of protection to the trade. 
The second advantage is service, sav- 
ings and profits. 


An expression of interest from you will bring the Inland illustrated cata- 
logue and sales policies in full. 


Inland Glass Company 
Chicago, Illinois 





Inland Commercial Units 


Made of Inland “Snowhite” glass—maximum efficiency of the lamp; minimum absorb- 
tion of light rays; elimination of glare. Unusually beautiful when unlighted. 
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knowing that if I didn’t some wide- 
awake competitor would. 

The next day I went to the electric 
light company’s office and obtained a 
wealth of detail covering the entire 
project, and also the information that 
work was already begun. I further- 
more obtained a map giving the names 
of the towns that were to benefit. 

My line was lamps, plugs, outlets, 
etc., hence my haste and enthusiasm. 
I had no trouble at all in passing on 
my enthusiasm to the dealers along the 
line of development, but in the towns 
that heretofore had had no service I 
experienced some difficulty trying to 
But I did 


succeed in getting “first refusal” from 


get my enthusiasm across. 


every hardware dealer, and from every 
department store that might establish 
an electrical department on the com- 
pletion of the project. 

Subsequently I had the good for- 
tune to reap my little harvest. Most 
of the dealers I had pinned down on 
first call kept faith with me. Some, 
of course, I didn’t succeed in selling, 
but enough orders materialized to “put 








office boy to purchase acertain book 


me on velvet” with my sales manager. 
That exalted individual humbled 
himself to congratulate me on my 
“libraric dissipations,’ as he faceti- 
ously termed my visits to the various 
libraries. He remarked: “I wish some 
more of the boys on the road would 
stick their noses into the halls of 
learning.” D. A. THomas. 





A Dollar Well Spent 

HILE sitting in the waiting 
the buyer's 
office I overheard him request the 
office boy to purchase a certain book, 
and before my turn came, it was 


room adjoining 


learned this particular volume could 
not be found. : 

I quietly jotted down the title, keep- 
ing it to myself and received my reg- 
ular turndown regarding a sale. But 
upon my return to the big city I 
quickly located the novel, mailing it 
the same evening, with my business 
card snugly tucked inside. 

A letter containing profuse thanks 
resulted, in which he requested me to 
eall and explain how I learned of his 
desire to read the book. 

Did I sell him some sweepers? 


say I did! 


Pll 


D. P. WituraMs. 





Thrash Salesmanager 


Hugh B. Thrash, formerly with the 
Gilham-Schoen Electric Co., Atlanta, 
Ga., has joined the Holt Electric Co., 
Jacksonville, Fla., as general sales- 
manager. H. E. Waterhouse, who 
was formerly secretary and auditor 
for the Southern Electric Co., At- 
lanta, also recently joined the Holt 
company as secretary. 











Here we have the famous, indomitable, good-looking, far- 
above-the-average “Check-Seal” baseball team of the Pacific 


States Electric Co., Los Angeles, named as follows: 
row, left to right—George A. Goodbub, purchasing agent; 
J. G. (Doc.) Cook and James P. Deppy, salesmen; W. A. 





first 


Molitor, office; Tom Hunter, salesman; C. K. Fox, office; 
rear, second row—Bert Rea, assistant sales manager; Wal- 
lace C. Cameron, salesman; J. A. Airey, office; Ed Nader, 
salesman, and Frank J. Airey, general manager. 
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HEMCO HELPS THAT 
HELP HEMCO SALES 


DISPLAY CARTONS 
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Every HEMCO Box carries the full sales story. Keep 


your boxes where they can be seen and read and 


HEMCO Products will sell themselves. 


Counter Stands and Advertising 





HEMCO 
TACH- a \ 


eT 


We co-operate with you in every way possible. Do you want 
circulars, advertising mats or stereotypes or window cards? 
Write for them—they are free. 
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Are you making use of our Monthly Sales Bulletins? They carry many sales boosting ideas. 
The fan and iron season is now opening. Sell a HEMCO plug with every fan and iron you sell. 


GEORGE RICHARDS & COMPANY 


Dept. 16 557 West Monroe Street CHICAGO 
New York Office—Nelson & Mount Sts., Long Island City, N. Y. 
Pacific Coast Agents: New England Agents: Export Department: 


Geo. A. Gray Co. Pettingell-Andrews Co., George Richards & Co. 
San Francisco and oy Angeles, Calif. Boston, Mass. 557 W. Monroe St., Chicago, IIl. 
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Home Electric for Indianapolis 

The first home electric for Indian- 
apolis was opened May 12 and con- 
tinued until May 27. This home was 
soponsored by the Electrical De- 
velopment Association of Indian- 
apolis, which is composed of the job- 
bers, dealers and contractors. The 
central committee was composed of 
the following men: W. H. Morton, 
Sanborn Electric Co.; Thos. H. Hat- 
field, Hatfield Electric Co.; Norman 
A. Perry, Indianapolis Heat & Light 
Co.; L. G. Rotchild, Merchants Light 
& Heat Co.; James Gipe, Goodhouse- 
keeping Shop; O. E. Davis, George 
Ruben, Indianapolis Heat & Light 
Co.; C. Fred Fitchy, Indianapolis 
Electric Supply Co. 


* * * 


Do You Appreciate the Elec- 
trical Industry ? 

Consumption of electrical energy 
in the United States is almost exactly 
equal to one-half the consumption of 
all the remaining countries in the 
world combined, as shown by the re- 
cently compiled statistics for the year 
1920, which give a total of 49,802, 
000,000 kilowatt hours for the United 
States and 99,456,300.000 kilowatt 
hours consumed throughout the world. 

About 15 per cent or 15,183,100,000 
kilowatt hours of the world’s total 
consumption in 1920 was used for 
lighting purposes and about 85 per 
cent or 84,273,000,000 kilowatt hours 
of electric energy was used for indus- 
trial purposes. It is estimated that of 
the 1,720,000,000 inhabitants of the 
world, 111,822,000 or 6.5 per 
cent of the people live in electrically 
lighted hhomes. 

In the United States 13.8 per cent, 
or 6,870,000,000 kilowatt hours, was 
used for lighting while 86.2 per cent, 
or 42,932,000,000 kilowatt hours, was 
used in factories and mines, on farms 
and in the operation of the electric 
railways of the country. Germany 
ranks second in electrical consump- 
tion with 8,600,000,000 kilowatt 


only 


hours. 














While the United States far out- 
strips all other nations, the little re- 
public of Switzerland, with its 
extensive hydroelectric development, 
leads in consumption per inhabitant 
with 700 kilowatt hours. Following 
in order come Canada, with 612 kilo- 
‘watt hours per capita; Norway, with 
493 kilowatt hours; and the United 
States, fourth, with 472 kilowatt 
hours.—Utility Investors News. 

* .* # 


Far From the Electrical Satura- 
tion Point 

In the monograph recently pub- 
lished by the Society for Electrical 
Development on the _ subject of 
“Building Residence Lighting Busi- 
ness,’ there is shown an excellent 
diagram indicating the marvelous 
electrification of homes in the United 
States and Canada. Notwithstanding 
the vast strides made, there is a tre- 
mendous amount of work in wiring 
alone to be done, as shown by the 


21,000,000 Homes in U S.A 
2.000.000 Homes in Canada 


13.500,000 Homes within reach 
of Central Stations USA 

1 000.000 Homes within reach 
of Central Stations. Canada 


2.500.000 Homes Wied USA ms 
675.000 Homes Wired Can << 









Growth in Electrical Homes 


diagram. Over 14 million homes are 
within reach of central station serv- 
ice and only slightly in excess of 10 
million now enjoy the benefits of elec- 
tricity. It is estimated that 1,179,000 
new central station customers will be 
added in 1923. 


The isolated home not reached by 
central-station service is fast becom- 
ing electrified by means of the in- 
dividual lighting unit; thus providing 
a rapidly growing market for wiring, 
switches, lamps and other equipment. 
At the present time, it is estimated 
that there are more than 350,000 
farm lighting plants in operation. 


‘strating these attachments 


Doubling Up Samples 

Samples can often be used to dem- 
onstrate more than one thing and 
very frequently they are more effec- 
tive when the second article is shown 
in connection with the first. For in- 
stance, an appliance would naturally 
have a plug, cord and attachment 
plug and the appliance can be used 
as a sample from which to take orders 
for these other devices. Moreover, 
there is the opportunity of demon- 
in use. 
Perhaps one would not otherwise 
carry samples of these attachments. 

The same thing is true with the 
luminous tips now so generally sold 
in connection with switches and sock- 
ets. In carrying a sample of a switch, 
particularly now there are so many 
new types put out making the carry- 
ing of samples almost necessary, the 
sample will not weigh any more nor 
take up any more room if a luminous 
tipped switch is carried; and the 
same would apply to sockets or bell 
buttons or anything of that sort. 

There are three very good ways of 
distributing this material. 

One method which relates to sockets 
and fixture switches is that of includ- 
ing these devices on fixtures and add- 
ing the price to the tag just as one 
would add to the selling price on any 
other attachments which were in- 
cluded. 

Another method relates to the coun- 
ter business. In this case, the indi- 
vidual buys a switch or socket over 
the counter to be installed by himself. 
He is almost always a man sufficiently: 
appreciative of convenience to be will- 
ing to pay 25 cents extra to obtain 
this extra convenience. There cer- 
tainly is no harm in giving him a 
chance to say “No!” So many people 
complain when they see this material 
in their neighbors’ houses and say, “I 
would have been glad to pay the dif- 
ference if I had known about it.” 

Another method is for the contrac- 
tor to use luminous switches on his 
jobs and include their cost in his_es- 
timate. 
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“Original Equipment Quality” 





Electrical Insulation 
for Every Need 


A necessary foundation for uninterrupted operation of 
electrical machinery is good insulation. Realizing this, 
the General Electric Company has developed for use in 
its own apparatus insulating materials of the highest 
possible quality and dependability. These results of 
most careful research and skilled manufacture are 
offered to other makers of electrical products and to 
repair men whose reputation demands the highest 
grade materials. : 


Apparatus built or repaired with G-E insulating mate- 
rials has always maintained an enviable service record. 


Ask any G-E distributor for further information 













G-E Flexible Varnished 
Tubing K 


nots without 


cracking. 





C- 








Insulation 
Materials 


Insulating Varnishes and 
Oils 


Stickers and Shellacs 
Sealing and Filling Come 


pounds 
Paints for 
Apparatus 


Electrical 


Treated Cloths 
Treated Fibersand Papers 
Cords, Twines and Insue- 


Flexible 
Varnished 
Tubing 


_ lating Tapes 





General Electric Company 
Merchandise Dept., Bridgeport, Conn. 





nsulations 


TERE LLL ALAA NA LTT TELE ALE TE EN IE REA 
Use them when you build-demand them for repairs 
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PERTINENT SALES FACTS AND FIGURES 





The information given on this 
age relates to no single manu- 
turer’s products, and no pref- 
erence is intended, the purpose 
being to furnish general sales 
data of use to jobbers’ salesmen. 





What are Electrical Fuses and Why 
are They Used? 

Fuses are.a simple type of protec- 
tive device used in an electrical cir- 
cuit to melt or fuse from overheating 
due to excess current and thus open 


the circuit before this. current can - 


damage any other part of the wiring 
or apparatus in the circuit. They 
give the same class of protection as 
plain overload circuit breakers, and 
are used in preference to the latter 
for all but very heavy currents, high 
voltages and circuits with frequent 
excess because fuses 
cheaper than circuit breakers. 


loads, are 


How Where They Developed 

In the early incandescent lighting 
circuits the need for a protective de- 
vice was recognized by using small 
These melted 
at a high temperature, however, and 


copper wires as fuses. 


the globules of molten copper often 
caused trouble on or near the fuse 
block or cutout base which held the 
fuse. Lead and tin alloys of lower 
melting point were next used as fuse 
wire. To prevent fusion under the 
binding screws copper terminals were 
provided on the fuse wire, thus mak- 
ing the open link type of fuse which 
is still used to a limited extent. Later 
aluminum wire came into extensive 
use as the fusible element for all 
types of fuses. 

Open fuses were found to be the 
frequent cause of fires and accidents, 
so there was developed the enclosed 
type of fuse in which the element 
proper is enclosed in an insulating 
cup or tube, thus giving what are 
called the plug and cartridge types, 
respectively. 
than 
types in use. 

With the introduction of larger 
motors that were often overloaded, 
the frequent blowing of enclosed 
fuses entailed considerable expense as 
large cartridge fuses are costly. Often 
an extra supply was not on hand. It 
was found that electricians were fre- 
quently soldering fuse wire between 
the ends of blown cartridge fuses, 
thus defeating the aim of the en- 
closed fuse. This led to development 


These are much safer 


open fuses and are the chief 





Data Sheet on 
Fuses 


of renewable cartridge fuses. In 
these the fuse casing can be opened 
and a new fuse element introduced 
at little cost. 


To What Extent are Fuses Stand- 
ardized and What are the 
Chief Standard Types 
Used ? 

For many years fuses were made 
in a great variety of sizes and rat- 
ings, there being little agreement 
among manufacturers. In 1905 the 
need for interchangeability and def- 
inite ratings was recognized by in- 
cluding in the National Electrical 
Code?’ standard dimensions and rat- 
ings. Such standard fuses, known 
as N. E. C. or N. E. C. Std. fuses, 
are used almost exclusively for all 
general lighting and power circuits 
up to 600 volts and 1000 amperes. 

Standard cartridge fuses are made 
in two voltage ratings, to 250 and to 
600 volts, and in either case in sev- 
eral current ratings up to 600 am- 
peres. Plug fuses are used chiefly for 
branch lighting circuits up to 125 
volts and 30 amperes. 

Standard open link type fuses are 
used only in certain cutout boxes 
and on some switchboards; they are 
made for current ratings up to 1000 
amperes, but not for voltages over 
250. 

Automobile fuses have been stand- 
ardized to only a limited extent by 
the Society of Automotive Engineers 
and these are several types of fuses 
enclosed in glass tubes. 


What are the Principal Features 

of Cartridge Fuses ? 

In these fuses the fusible element 
is contained within an _ enclosing 
tube, usually of hard fiber, with 
vented end caps that serve as term- 
inals for the fuse in the smaller sizes 
(up to 60 amperes); this is called 
the “ferrule” contact type, the end 
caps resembling ferrules. For sizes 
over 60 amperes, the fuse terminals 
are knife-blade extensions that pro- 
ject beyond the end caps; this is 
known as the “knife-blade” type. In 
each case the whole enclosure forms 
the cartridge. Between the fuse prop- 


In this department an effort 
is made to give to jobbers’ sales- 
men a summary of general in- | 
formation about different staple 
lines of electrical material. Tear | 
out this sheet and save it. | 





er and the cartridge there is usually a 
powder filler to absorb the metallic 
vapor formed on blowing the fuse, 
relieve the pressure and chill as well 
as extinguish the arc. The older or 
nonrenewable types of cartridge fuse 
can be renewed only by the original 
manufacturer, who will insert a new 
element in the larger sizes at a slight 
saving over an entirely new fuse. 

The renewable types of cartridge 
fuse have the same standard dimen- 
sions and ratings as the nonrenew- 
able ones, but with them the user 
can replace the blown element him- 
self. The construction of the car- 
tridge, terminals and element is usu- 
ally such that the fuse can be readily 
opened, a new link or renewal ele- 
ment inserted and the fuse again 
closed and put back into service. 
There are three subtypes. In _ the 
most common type the fusible link 
itself is replaced; in another type a 
renewal element that is itself a 
sealed minature enclosed fuse is used 
within the outer cartridge; in the 
third type the cartridge contains sev- 
eral fuse links that can be placed in 
circuit in succession as one after an- 
other is blown. Use of renewable 
fuses effects marked economy, espe- 
cially in the larger sizes 


What are the Main Features of 
Plug Fuses? 

A porcelain cup with Edison 
threaded brass shell and bottom con- 
tacts has a short piece of fuse wire 
extending from the bottom contact 
through the cup and to the screw 
shell; the top of the cup usually has 
a metal cap ring with a mica window 
through which the fuse wire can be 
seen. Sometimes a porcelain cap is 
used. Plug fuse, being low in cost, 
are usually discarded on blowing. 

Renewable types of plug fuses are 
also made, however. These are of 
three general types. One provides 
renewable fuse links that are easily 
inserted on removing the caps; an- 
other has a completely sealed minia- 
ture renewal within the outer cup; 
the third contains several fuse links 
that may be put in circuit succes- 
sively as one after another blows. 
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Magazine advertising like this 
paves the way for Edison 
MAZDA Lamp Agents to bring 
in buyers oflamps who are ideal 
prospects for the sale of other 
electrical goods 























Edison MAZDA Lamp advertising 
increases consumer contacts 


} hehe A recognized fact that people 
must be reminded to buy lamps. 


Edison MAZDA Lamp Advertising 
for 1923 hammers away day in and day 
out to accomplish this “reminding” pro- 
cess. Edison MAZDA Lamp sales aids 
when properly used, will crystallize the 















The Lighting Dozen. Twelve separate 5- intentionto buy and to buy at your store 

ane isplays, eac with adifferent saics . . e e . - 

Satallinn cg only for Edison MAzpa if you are an Edison MAZDA Lamp Pesan, gk rere 5 a ~ 

Lamps but for all electrical merchandise. Agent. That means more contacts with “an pictorially why good lightiog fs ao td 
] consumers—more chances to talk to sary and how to get it. 





more people about the other electrical 
goods you have. 







On this page are shown but four of the chain 
of introduction—winning sales aids which are 
included in the 1923 Edison MAZDA Lamp 
co-operative business building advertising 
plan. The nearest District Office will explain 
the details, 





















EDISON LAMP WORKS 





Ready-made advertisements. Real selling Booklets for mailing. Dozens of business- 







messages—six different series of them to use OF GENERAL ELECTRIC COMPANY bringing folders, blottegs and booklets just 
in your local newspaper. Plenty of room waiting for you to ogder them. Ask for sam- 
for your name and address. HARRISON. N. J. ples and details. 





R'CENERAL ELEGTRIC PRODUCT, 
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The history of the organizations comprising the 
Edwin F. Guth Company is a story of rapid 
growth replete with unusual accomplishments. 


The St. Louis Brass Manufacturing Company was 
organized 21 years ago by Edwin F. Guth and asso- 
ciates. From its beginning the company has 
specialized in designing and building special light- 
ing fixtures of every kind and description. The 
great bronze fixture which illuminates the dome 
of Missouri’s three-million-dollar Capitol — the 
largest lighting fixture ever built—is a product 
of this company. 


Throughout the country many of the finest homes, 
hotels, clubs, churches, schools, theatres, hospitals, 
railway stations, state capitols, municipal, bank 
and office buildings are equipped with scientific 
lighting effects designed and manufactured by the 
St. Louis Brass Manufacturing Company. 


In 1913 Mr. Guth invented the Brascolite—a new 
principle in lighting—and the Brascolite Company 
was organized to market this new fixture, which 
is now the largest-selling lighting fixture in the 





world. Other improvements and innovations 
have followed, such as Aglite, Aglite Jr., Magic- 
Lite, Elite, Concealite, Industrolite—and now, 
Maze-Lite, a new fixture for the home. 


Both companies have prospered remarkably. 
Factory enlargements have been made from time 
to time—and new and modern equipment has 
been installed—so that today the combined inter- 
ests represent the largest and most completely 
equipped organization of its kind. 


In unifying the interests of these two interrelated 
companies into one great institution, it will be 
possible to effect substantial economies, such as 
those resulting from combined management, buy- 
ing power and sales effort. 


There has been no change in the Executive per- 
sonnel, or in the process of manufacture. The 
only change is that which naturally follows growth 
—a bigger, better, stronger organization devoted 
to the production of lighting equipment of every 
type and style, to meet every lighting need. 


THE EDWIN F. GUTH COMPANY 
General Offices and Plant, ST. LOUIS, U. S. A. 
BRANCH OFFICES: (Sales and Service) 


Boston Chicago 
New Orleans New York 


Atlanta 
Minneapolis 


Detroit 
Philadelphia 


Cincinnati 


Los Angeles 
Omaha 2 


Seattle 


The Edwin F. Guth manufacturin 
plant is now the largest and best equippe 
plant of its kind. Every phase of manu- 
facture—from raw materials to finished 
product—is conducted within the plant. 
This includes designing, modeling, 
founding, stamping, spinning, machin- 
ing and electroplating. 
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She FE OWIN FE. Guiriat COMPANY 


OESIGNERS - MANUFACTURERS 





Lighting Equipment 











This Hall Mark 


Identifies Every 
GuTH Product 


In the old days of the Guild 
workers a Master’s signature was 
the symbol of a priceless crafts- 
manship. And so today the Guth 
hall mark, identifying each prod- 
uct of the Edwin F. Guth Com- 
pany, stands for the highest integ- 
tity of quality and workmanship. 
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This hand-chased cast bronze lanten 
is an example of Guth craftsmanship in 
designing and manufacturing artistic, 
decorative lighting fixtures to meet any 
architectural requirement or to harmo 
nize with any period treatment. 
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Listenwalter & Gough Have a 
Fire 

On Thursday April 26 the building 
occupied by Listenwalter & Gough, of 
Los Angeles, was almost completely 
destroyed by fire. The interior of the 
three floors was almost entirely 
gutted excepting for the front portion 
of the lower floor where the offices 
were located. The fire was discovered 
about six P. M. just after the build- 
ing had been closed for the night. 
About $100,000 worth of stock was 
destroyed. A new shipment of West- 
inghouse lamps amounting to $28,000 
had just been received. 

As soon as the firemen 





friends. It is unfortunate that one 
has to get into difficulties to real- 
ize how many really good friends he 
has, and it is extremely difficult to 
express our appreciation of the won- 
derful way in which everyone came to 
our assistance. " 

“You can rest assured that all is 
not loss in a fire, there being consid- 
erable gain in stimulus; and we are 
determined that the interruption to 
our business will be only temporary 
and that out of what is left of it will 
come a much better equipped organ- 
ization to give the service which is 
necessary in this day and age, if we 
want to hold our own.” 














Byrne Will Arrange for 
' Convention 

Harry Byrne, of the North Coast 
Electric Co., of Seattle, has been ap- 
pointed a committee of one to arrange 
for the next meeting of the Pacific 
Division of the E. S. J. A., which is 
expected to be held in Portland, Ore., 
about September 1. 

* * * 


Malco Electric Incorporated in 
Cleveland 

The Malco Electric Supply Co., 

611 Huron Rd., Cleveland, Ohio, was 

incorporated January 2, 1923, to 

conduct a wholesale electrical busi- 

ness. Its officers are: D. C. 





had left, the work of clean- 
ing up was begun by work- 
ing in 24-hour shifts. The 
debris was cleared out by 
the employees without any 
outside assistance so that by 
the following Monday the 
remodeling of the building 
was under way. Forty truck 
loads of five tons each of 
debris were removed. There 
was no suspension of busi- 
ness and Listenwalter & 
Gough were able, through 
the co-operation of other 
concerns to fill their orders. 
The present quarters are to 
be remodeled, but the com- 
pany has had plans for a 
new building for some time. 
A new ‘site has been pur- 
chased on First Street near 
Alamenda and construction 
work on a new warehouse 
will be started. 

In a letter to THe Jos- 
BER’s SaLeEsMAN, C. E. 
Listenwalter says: “It was 
a peculiar circumstance 
that I read Mr. Litscher’s 
article [March issue] the 
day before our fire and 
heartily second the state- 
ments which he made re- 
garding the co-operation 
received from jobber 





W. R. Herstein 


Three Southern Jobbers 





Consolidate 


INSOLIDATION of interests between the Electric 
Supply Co. of Memphis, the Wesco Supply Co. of 
St. Louis, and the Gulf States Electric Co. of New 
Orleans has been announced, the combined properties to 
be known as the Wesco Supply Co. 
J. L. Buchanan, president of the Wesco Supply Co. 
of St. Louis, will continue as president of the company 
and will be in active charge of the St. Louis property.. 
W. R. Herstein, vice-president of the Electric Supply 
Co. of Memphis, will become vice-president of the 
Wesco Supply Co. and will be in charge of the prop- 
erties in Memphis and New Orleans. 
The three properties will be operated as separate and 
independent units and there will be no change in per- 
sonnel of office, warehouse or traveling forces. All three 
will remain General Electric distributors, 
continue to handle the products of those manufacturers 
to whom their respective trades have become ac- 
customed. With slight modifications of territorial 
limits, so as to conform to economic shipping conditions, 
the only result of the consolidation will be a common 
ownership, a greatly increased purchasing power, and 
a stock interchange arrangement which will give cus- 
tomers the benefit of all three warehouse stocks. 


J. L. Buchanan 


and will 


Lappin,, president; Max- 
- well L. Lappin, secretary 
and treasurer. 


* * * 


Northwestern Now 
Confines Activities 
to Jobbing 


In the future the North- 
western Electric Equipment 
Co., of St. Paul, Minn., will 
confine its efforts to the 
wholesale distribution of 
electrical, radio and tele- 
phone supplies, appliances, 
motors, switchboards, panels 
and cabinets. The com- 
pany’s interest in the Com- 
monwealth Electric Co. 
(manufacturing and repair) 
has been bought by J. M. 
Whalen and A. S. Abbott, 
former employees, who will 
continue it, uader the same 
name, at 417 Broadway. 

The retail department, 
formerly operated under 
the name of the Common- 
wealth Electric Co., has 
been sold to E. S. Talmadge 
and C. J. Otterholm, and 
will be continued under the 
name of the Commonwealth 
Appliance Co., 373 Robert 
St. 
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SWITCHES 













JTIMIEG RELIABILITY 
1 22 a SHALLOW Switch 
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INALLY encompassed in a Shallow Switch:—all the qualities 
that made “NUTMEG” famous in a deep-base switch. All the 
sturdiness, the ease of action, the long-time satisfaction. 


No longer need the contractor use wall mats, in order to use 
‘“‘NUTMEGS.” Nor trust to shallow mechanisms less well known 
by their lineage and family traditions. 


For metal-lath partition work in an inch-and-a-half box, or for 
handier wiring in a two-inch box, order the same old ‘“‘Nutmeg’” 
— Number 440]—with an ‘‘S”’ added to signify shallow. 


Nothing can tell you so well as your experience with the deeper 
‘‘Nutmeg,’ what manner of achievement is here in the shallow- 
base type. You will meet an old friend in a new form—/or new 
conditions. 


Preliminary to Putting in the Switches 


Ask for the little leaflet just issued, carrying catalogue numbers, prices and 
informative details. To your general knowledge of ‘‘Nutmegs’’ this will 
add the particulars about the new line and the numbers you need. 


THE HART &o HEGEMANMFcCo. 
HARTFORD.CONN. 
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An eastern offering. (1) Frank Jason 
(left) and Bill Bradley, chums and order- 
getters of the Pettingell-Andrews Co., 
Boston. (2) R. W. Harris of the George 
H. Wahn Co., Boston, covers Maine and 
is said to travel on snow shoes. (8) S. 
L. Southey, pinch hitter of the Boss 
Electrical Supply Co., Providence, R. I. 
(4) H. B. Gilmore, branch manager of 
the Western Electric Co. Boston. (5) 
C. O. Duston, sales manager of the Mc- 
Kenney-Waterbury Co., Boston, snapped 
while at work as he does not believe in 
taking time off. 


Ledig and Beh Make Good. 


Team in New Orleans 


T. D. Ledig, who came to the 
Electric Appliance Co. of New Or- 
leans on July 1, 1922, as assistant 
general manager, began his electrical 
career with Woodward, Wright & Co., 
Ltd., being manager of their electrical 
department at the time the depart- 
ment was discontinued in 1919. He 
then became sales manager of the 
Interstate Electric Co. at Shreveport, 
La., leaving there to become secretary 
of the Burk Electric Works of New 
Orleans. Desiring to get back in the 
jobbing game, he became manager of 
the service department of the Inter- 
state Electric Co., New Orleans and 
from there he went to his present 
position in which he is now well 
established. He announces the addi- 
tion of Urban L. Beh to the city sales 
force. Mr. Beh was formerly with 
the Sterling Electric Co., Minneapolis 
and the Sprenger Electric Co. of 
Colorado Springs, Colo. He is a 
stranger in the territory but is mak- 
ing friends rapidly. Both he and Mr. 
Ledig have added some desirable ac- 


counts. 
% * 


Boost Lean Months 


Many dealers take it as a matter of 
course that their years’ sales record 
should show pronounced peaks and 
valleys—the just - before - Christmas 
peak is expected no less than the 
slump following immediately after. 
To induce dealers to make special 
effort to increase sales during lean 
times is the object of a series of sales 
letters recently sent out by M. G. 
Williams, sales manager of the Mat- 
thews Electric Supply Co., Birming- 
ham, Ala. 


SS ee 


Ohio Valley to Open Display 
Room 


Believing that it can further help 
the contractor sell more electrical 
appliances, the Ohio Valley Electric 
Co., Louisville, Ky., is going to re- 
model the front part of the first floor 
of its building and fit up an appli- 
ance sales room where the contractor 
can bring his prospects and demon- 
strate the appliances to them. The 
company will even go a step further 
and have its salesmen call on any 
live prospects the contractor sug- 
gests, and try and close the sale for 
the contractor. 


A select group from the Golden West. 
(1) Earle Durley of the Pacific States 
Electric Co. San Francisco, meditating. 
(2) L. J. Brown, assistant sales manager, 
Western Electric Co, San Francisco, 
absorbing the “climate.” (8) A. Brad- 
shaw of the A B C Electric Co., said to 
be the youngest jobbing house in San 
Diego. (4) A. Lockridge, Pacific States 
Electric Co., Los Angeles, very proficient 
in selling vacuum cleaners and fans. (5) 
George I. Riblett, now back on the job 
with the Myers Electric Co., Los Angeles, 
after a three years’ illness—everybody 

rejoices with him. 
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“Union” No. 160 2-Gang Box 
esis “Gem” F C Box 


2 


“Don't be Deceived 
By Imitations 


“Gem” Sectional Switch Boxes are the original 
make. They were first placed on the market over 
21 years ago and have proved their reliability to 
thousands of users. 

Throughout the trade “Gem” are recognized as the 
standard boxes. They contain numerous refinements 
of design found in no other make. 

“Gem” Sectional Switch Boxes cannot be successfully 
imitated. 

Their great success has brought a horde of imitations 
and substitutes. But no other organization is qualified 
by experience, by resources and by equipment to dupli- 
cate the “Gem” line. : 

Remember, two things are never counterfeited—plugged 
nickles and ordinary switch boxes. 


NOTICE TO JOBBERS AND DEALERS ). are 
“Gem” Switch Boxes are protected by U. S. Letters 
Patent. Beware of imutations. “Gem” BS Box __ 
All infringers will be vigorously prosecuted. The genu- Showing Type R Bushing 
“Union” No. 170 Single Box ine boxes bear our trade mark “GEM” and are packed 
in individual green cartons bearing the name. 


“Gem” Boxes are sold by electrical jobbers and dealers 
everywhere. Write for Catalog No. 29. 


Covered by U. S. 

Pusu 8-58: CHICAGO FUSE MFG. CO. 
and 1016925 Feb. Manufacturers also of Cut-out Bases, Fuse Plugs, Fuse Wire, 
13,1912 Automobile Fuses, Renewable and Non-renewable Fuses. 


CHICAGO NEW YORK 


ISWITCH BOXES 


Dis-assembled “Union” SS 
Single Box 


“Gem” B Box 
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Union Electric’s New Display 
Rooms 

The Union Electric Supply Co., of 
Providence, R. I. announces that it is 
about to hang out another shingle- 
fixture studio and appliance depart- 
commodious display 
secured 
present location. ‘These are being ar- 
ranged for the convenience of the con- 
tractor and dealer trade so that they 
can bring their customers there to 





ment. Some 


rooms have been over its 


choose electrical equipment for their 
homes. It was expected that these 
rooms would be open shortly after 
May 1. 


* * * 


Matthews Electric Promotions 

H. G. Smith who has been manager 
of the fixture department of the Mat- 
thews Electric Supply Co., Birming- 
ham, Alabama, has been appointed 
assistant salesmanager working with 
M. G. Williams, salesmanager. M. O. 
Crane who has been an inside man for 
some time has been placed on the sales 
force and will cover city sales. C. R. 
Pritchard who was formerly with the 
“G. E.” Co. recently joined the sales 
force and will cover territory adjacent 
to Birmingham. 








Irons 


Here is a photograph of Leo 
Kitziger taken a good many years ago. 
It came in too late for the historical sec- 
tion in the May issue, but it is going to 
be run nevertheless, before it gets any 


older. Mr. Kitziger has been with the 
Interstate Electric Co. of New Orleans 
over 13 years as city salesman—the old- 
est in point of service in New Orleans. 
He is still on the go. 








This was taken way down south in the 
land of cotton and shows father and son, 
the father being W. M. Perry, president 
of the Perry-Mann Electric Co., Colum- 
bia, S. C. and the son is W. L. Perry. 
There is only one thing we would like to 
say and that is, if you wish to meet two 
gentlemen that are imbued with the spirit 
of real southern hospitality, we suggest 
that you meet the Perry’s. 





Suggestions for Your Dealers 
and Contractors 

For the purpose of estimating the 
value of window displays, a survey 
of people passing the show windows 
of retail hardware stores throughout 
California, showed that an average 
of 178 persons to every 1000 inhabi- 


tants passed in 24 hours. If we dis- . 


count this for people passing twice, 
we can estimate that 125, or 12% 
per cent of the people of a city will 
pass a window on any given day. If 
one stops to consider this, the im- 
portance of a well designed window 
display cannot be over-estimated. 

Even the electrical contractor can 
use his windows to advantage by 
educational display of wiring devices, 
convenience outlets, and create good 
will for himself. If his story gets 
over to even a small percentage each 
day, he will in time have told it to 
everybody in town. 

A very good way to tell the story 
is by means of photographs of build- 
ings that have been wired, by show- 
ing the use of new wiring devices, 
using cards to tell what the device 
is and its use. The ignorance of the 
public and even the electrical con- 
tractor as to the names and uses of 
some of the simplest wiring devices 
is astonishing. In the majority of 
cases new devices are received by the 
dealer or the contractor and the car- 
ton is placed on the shelf to be for- 
gotten. A sample or specimen instal- 
lation of the device with cards ex- 
plaining it, placed in the window in 
a neat manner, will lead to a demand. 


Lewis Joins Theobald Jansen 


John L, Lewis recently joined the 
sales force of the Theobald Jansen 


Electric Co., Louisville, Ky., and 
will cover city territory. The com- 
pany was recently appointed dis- 


tributor for the following lines— 
Manning Bowman appliances, Pass 
& Seymour, Lincoln fixtures, “Serv- 


Ell” refrigerators. 
* * # 


Pacific Coast Jobbers Lead in 
Sales Contest 


Due to the aggressiveness of Lis- 
tenwalter & Gough, Los Angeles job- 
bers, California again leads by a wide 
margin in a sales contest being con- 
ducted by The P. A. Geier Co., 
manufacturers of Royal electric clean- 
ers. Of the 10 leading contestants, 
five are Californians, and altogether 
the Pacific Coast holds 22 of the first 
60 positions. In previous contests 
conducted by this manufacturer, Pa- 
cific Coast salesmen won first place 
twice and garnered total prize money 
to the amount of $4130.00, besides 
receiving 44 Royal cleaners free as 
special prizes. 








Talk about fisherman’s luck! 
goes to show you have to wear the right 
kind of clothes—in other words you have 


It just 


to be a seafaring man. The chap dis- 
guised as the sailor lad is Geo. R. Tomp- 
kins, salesman for the Western Electric 
Co. of the Charlotte N. C. branch house, 
and the other fisherman is J. B. Booth, 
also of Western. The only thing that is 
not complete about this picture is that 
we forgot to ask George what kind of 
a fish it was. 
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Four Basic Methods of Increasing Sales 


HERE are four basic methods that every lamp agent can employ to increase 

his sales. He can use good window displays; he can employ store displays ; 

he can ask every customer to buy lamps; and he can go outside his store after 

- lamp business. No agent can do more than MAI at agent, whether large 
or small, can do as much. 





National Lamp Works, through its various Sales Divisions, aids and assists its 
agents in standardizing on this quartette of effective methods. Its Twelve-Times- 
Trims service makes quick work of effective window trimming. Its Lamp 
Demonstrator is an excellent inside-the-store reminder of lamps. Numerous 
National MAZDA lamp publications makes “talking lamps” both easy and profit- 
able. And definite selling plans prepared by National Lamp Works for “outside 
selling”, have helped agents everywhere reach the next higher contract basis. 


Since April 1st we have pleasantly cooperated with the salesmen of 959% of our 
distributing jobbers in the effort to make better merchants of their lamp agents. 
Almost 10,000 dealer-agents have heard the Four-Star story——and more than 
three-fourths of them have qualified for one or more of the Four Stars. As a result 


they will sell more e lamps and other merchandise at once and tomorrow as well. 






National ried Works bad pene Electric Co. 
Nela Park Cleveland 



















Each of these labels represents a Sales Division equipped to give a complete lighting service. 


ELA PARK, Cleveland, is a “university of light”, 
dedicated to improvement in lamps and progress 

in the art of lighting. It serves 24 factories, 17 Sales 
Divisions, and 15,000 dealers in the production and 
marketing of 98 million National MAZDA lamps an-_ 
nually for use in homes, offices, factories, stores, streets, 
railways, flashlights and automobiles. 


NATIONAL 
MAZDA LAMPS 
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Central Station Men Meet With 
Pacific Coast Jobbers 

What was called the “Kahn Meet- 
ing” was one of the most interesting 
features of the Del Monte conven- 
tion of the Pacific Division of the 
Electrical Supply Jobbers Associa- 
tion, which was held May 10 to 12. 
It represented direct contact between 
the Coast jobbers and central sta- 
tion men. Managers of the large 
power companies were in attendance 
at this meeting and were the chief 
speakers. The thoughts which they 
expressed may be boiled down as fol- 
lows: 

A. E. Halloway of the San Diego 
Gas & Electric Co., spoke of the 
necessity of educating the contractor- 
dealer who puts in a low bid by re- 
ducing the needed number of con- 
venience outlets. The jobbers and 
jobber’s salesmen are in a position to 
help educate this class of contractor- 
dealers and he urged that they help. 

W. E. Putnam of Boise, Idaho, 
general manager of the Idaho Power 
Co. also emphasized the fact that the 
jobbers and the jobber salesmen have 
the main responsibility of seeing that 
the contractor-dealer’s business is done 
on a successful basis. 

Earl Fisher, commercial manager 
of the Pacific Gas & Electric Corp. 
of San Francisco pictured the con- 
tact which the contractor-dealer has 
with his own community and the 
weight his personal word carries 
with his fellow. townsmen in connect- 
ing misunderstandings regarding the 
electrical industry 

A. C. MeMicker, commercial mana- 
ger of the Portland Light & Power 
Co., of Portland, Ore., gave his views 
upon the sales of electric appliances 
through contractor-dealer and through 
other channels. 

The “Kahn Meeting” was held on 
the last day of the convention. On the 
preceeding evening an open meeting 
was held in conjunction with the Elec- 
trical Credit Association of the Pacific 
Coast. The chairman of the meet- 
ing was Charles Goodwin, Jr., as- 
sistant credit-manager of the Pacific 








States Electrical Co., San Francisco. 
Among those who furnished the ma- 
terial for this part of the entertain- 
ment were S. B. Anderson, treasurer 
and credit manager of the Pacific 
States Electrical Co., San Francisco, 
Geo. A. Van Smith, vice-president of 
the Anglo-London Paris National 
Bank, and C. E. Sheppherd, general 
credit manager of the Western Elec- 
tric Co., New York City. 
% * * 
Missouri Valley Jobbers Dis- 
cuss Material Shortage 

One of the main subjects under dis- 
cussion at the meeting of the Missouri 
Valley Jobbers Association, May 26 
and 27 at Excelsior Springs, Mo., 
was the increasing difficulty in pro- 
curing sufficient material to ade- 


GG 





quately take care of customers’ de- 
mands. An endeavor was made to 
reach an estimate as to how long the 
situation would last, so that the job- 
bers would not be loaded up at high 
market prices when the present de- 
mand begins to diminish. 

The jobbers also discussed the ques- 
tion of returned goods and endeavored 
to find some way in which this matter 
could be handled in a manner fair to 
themselves and the manufacturers 
without being a hardship to the job- 
bers. 

The weather being very fine on the 
first day of the jobbers’ meeting, the 
jobbers decided to postpone the 
afternoon session until evening to 
take advantage of the weather by 
playing golf; therefore the business 
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Those in attendance at a recent meeting in New York City of the Executive 


Committee of the Joint Committee for Business Development. 


Left to right 


(front row)—William L. Goodwin, New York; C. E. Greenwood, Boston; C. K. 
Nichols, New York; Farquson Johnson, secretary of Association of Electragists, 
International, New York; P. B. Zimmerman, Cleveland; E. W. I.loyd, general 
chairman, Chicago;; (second row) F, A. Ketcham, New York; P. R. Labelle, 
Montreal, Canada; Frederic Nicholas, secretary, Electrical Manufacturers’ Coun- 
cil, New York; Joseph F. Becker, vice-general chairman, New York; E. Donald 
Tolles, secretary, Eastern Division, Electrical Supply Jobbers Association, New 
York; (third row) H. H. Holding, Newark, N. J.; A. K. Baylor, New York; 
James R. Strong, New York; M. T. Gleason, Brooklyn, N. Y.; George H. Culli- 
nan, New York; Ralph Neumuller, New York; O. R. Hogue, Chicago; O. H. 
Caldwell, editor of “Electrical Merchandising,” New York; (back row) Harry J. 


Walsh, assistant to director, New York; 


Grant Armor, “The Electrical Journal,” 


Pittsburgh; H. A. Lane, director, New York; James Krieger, “Lighting Fixtures 
and Lighting,’ New York; Louis D. Gibbs, Boston; Earl S. Whitehorne, “Electrical 
World,” New York; Charles R. Skinner, Jr.. New York. 
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<e\ fea DEVEAU “INTERTALK” 
Apartment House Telephone Apparatus 


“LOUD-SPEAKING” 


Sectional-Common-Talking-System 
















































With Drop on Janitors’ Station 
for Each Suite and Vestibule 








Three-Gang RECOMMENDED FOR 


Pattern No. 18 


“Loud-Speaking” Cordless Vestibule 
Outfit Apartment Houses having several vestibule entrances, but all under 


Seaiete SUS, Latter Rae the supervision of one janitor; where it is desirable to have vestibule 
talk to its respective suites and not be disturbed by conversations from 
another vestibule. Conversations are common to all stations of each 
section; however, a conversation in one section will not interfere with 
a conversation in any other section. Sectional-Common-Talking Sys- 
tems are a combination of two or more Common-Talking Systems 
arranged so that each Common-Talking System is independent of any 


other on the system. Tradesmen’s Stations can be used on this system. 


THERE’S REAL MONEY IN APARTMENT 
BUILDING INSTALLATIONS —GO AFTER 
THIS CLASS OF BUSINESS. 





SEND FOR NEW DEVEAU CAT. No. 40 





SUITE TELEPHONES 





PATTERN No. 2200 


Janitor’s Answering and Calling 
Telephone Annunciator 


STANLEY & PATTERSON, Inc. 
250 West St., New York, U. S. A. 


“The best that money can buy’’ 
DISTRICT SALES OFFICES: 
BOSTON DETROIT LOUISVILLE 
Corcorai 





- R. U] DeVeau-Bartling Co. Electrical Sales Co. 
12 Pearl St. 81 Peterbore St. Kenyon Bidg. 
SAN ANTONIO DENVER CHICAGO 
Kemp Haythorne The Wesco Co., Inc. Doherty-Hafner Co. 
303 So. Pinto St. 1156 7th St. 730 W. Monree St. 
SEATTLE BUFFALO BIRMINGHAM 
P. L. Hoadley Cc. K. Wyatt W. H. Beaven 
Seaboard Bidg. Mutual Life Bidg. Jefferson Co. Bank Bidg. 
SAN FRANCISCO PHILADELPHIA SALT LAKE CITY 
Clapp & LaMoree J. A. Vaughan Raymond Ackerman 
171 Second St. Real Estate Trust Bidg. a, 
LOS ANGELES PITTSBURGH HAVANA Surface Wall Type - Flush Wall Type 


Arnesto N. Rodriguez = . 
one e ath st” ‘= se tae ” Abreu Bigs, PATTERN No. 1172 PATTERN No. 2530 
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sessions on that day were held in the 
morning and in the evening and the 
afternoon was devoted to a golf 
tournament the prize-winners in which 
were as follows: 

Krank Bernaidin, of the B-R Elec- 
tric Co., Kansas City, Mo., won the 
City cup. Mr. Bernardin 
also won the special prize for the 
lowest number of putts on 18 holes ; 
N. G. Harvey, Illinois Electrie Co., 
Chicago, Ills., won the low net handi- 
cap medal; Art. Cole, of the McGraw 
Co., Omaha, Nebr., won the prize for 
handicap match play against bogey. 

The well attended, 
nearly all the leading houses in the 
Central West being well represented. 

* * * 
National Fixture Council Con- 
vention Changed 

The location of the National Coun- 
cil Lighting Fixture Manufacturers’ 


Kansas 


meeting was 


convention has been changed from 
Hot Springs, Va., to Buffalo, New 
York—to be held June 26, 27 and 28. 

A golf tournament will be one of 
President Biddle will 


give a silver loving cup to the winner. 


the attractions. 


Other sports will also be in evidence. 
Sight seeing trips to Niagara Falls 
will be daily events. 

The mornings will be given to the 
convention sessions, and the after- 
noons to recreation and sight seeing 
tours. The design session under di- 
rection of E. T. Caldwell, president 
New York division of the National 
Council Lighting Fixture Manufac- 
turers will be occupied with three 
subjects: “Which is the Most Import- 
ant Designing or Merchandising?” : 
“Should the In- 
dustry Follow Period Design as the 


Lighting Fixture 





Done?”’; 
Dis- 


Furniture Industry Has 
“Are the Designers Asleep?’ 
cussion for all designers. 

The publicity program includes: 
“Value of a National Publicity Cam- 
paign to a Trade Association”; Pos- 
sible Development of Dealer Con- 


tact in a _ Publicity Campaign”; 
“Merchandising Possibilities for the 
Individual Manufacturer in an As- 
sociation Publicity Campaign.” 
* * * 
Chicago Industrial Bowling 
Association 


Chicago jobbers’ salesmen who are 
keen for bowling will find that an 
opportunity exists for putting teams 
into the Chicago Industrial Bowling 
Association. Many electrical con- 
cerns are represented, among them 
several jobbers. 

T. I. Nolan, superintendent of the 
General Electric Co.’s warehouse, 5 
Illinois street, is president, and 
speaks highly of the moral and finan- 
cial support received from Chicago 
business men in all lines. 

Starting in 1921 with 297 teams 
they boosted it to 444 in 1922. The 
past season of 1923 found them on 
deck with 630 teams, the greatest 
entry ever recorded. 

Any bunch of bowlers will feel at 
home in this crowd, which is noted 
for lack of stiffness. In fact, the 
keynote is to get all the joy possible 
out of the tournaments. Prizes to 
the value of $8,000 are given out. 
The electrical representation for 1923 
is given below: 


Automatic Elec. American 


Co.; 


Electric Co., Belden Mfg. Co.; Ben- 
jamin Elec. Mfg. Co.; Central Elec. 
Co. ; 


Co.; Commonwealth-Edison 


Delta Star Elec. Co.; Elec. Appliance 
Co.; Freeman-Sweet Co.; General 
Elec. Co.; Illinois Bell Tel. Co.; Ili- 
noise Elec. Co.; Kellogg Switchboard 
& Supply Co.; National X Ray Re- 
flector Co.; Public Service Corp. of 
Northern Illinois; Reynolds Elec. 
Co.; Sprague Elec. Co.; Westinghouse 
Elec. & Mfg. Co.; Western Elec. Co. 


a ane 
Credit Situation Steadier 
The accompanying tabulation 


shows the number of accounts re- 
ported to the National Electrical 
Credit Association by member manu- 
facturers and jobbers during March. 
1918, and April, 1923, as compared 
with the same months the previous 
years, together with the total 
amounts and average amounts of the 
delinquencies. 


Number of 
Branch Delinquent 
and Accounts Total Average 
Month Reported Amount Amount 
Central Division 
Mat. 1OR......... 978 $ 98,569.53 $100.79 
Mar., 1928.......... 998 130,571.90 181.49 
Ape., : 200B 6 799 87,991.88 110.13 
Apr, . 1078...:...-. 794 111,130.28 139.96 
New York 
Mar. “1028:....:3 643 72,843.00 113.00 
Mar., 1928.......... 584 73,655.00 126.00 
Apr., 1922.......... 460 56,616.00 128.00 
Apr., 1923.......... 422 63,771.00 151.00 
Philadelphia 
Mar.,  7923.......... 277 28,095.09 101.42 
Mar., 1928.......... 204 26,386.27 129.34 
Apr., 1922.......... 282 34,454.70 148.51 
Apr, 1028...3..5. 241 35,099.19 145.60 
New England 
Mar., 1922..::...... 129 11,170.85 86.59 
Mar... 1022....:..... 60 4,782.71 79.71 
Apr., 1922...:...... 68 7,128.00 104.82 
Apr. 2908...:...... 44 7,979.04 181.34 
Pacific Coast 
Mar., 1922.......... 18 2,681.95 148.09 
Mar., “2028.:.....:.. 48 7522.26 156.92 
Apr. 1988:.~....:. 3 8,594.67 143.50 
Apr., 1928...:.:.... 89 8,444.75 216.53 



















































































“SELL ’EM SOMETHING 


Robert E. McCoy travels his territory 
for the B-R Electric Co., of Kansa’s City, 
in a Ford coupe. 
the slogan “Sell "Em Something More,” 
originated by THe Joprer’s SALESMAN, 
in a clever way by painting it on the 
cover of his spare tire. 
the slogan has called forth a.great deal 
of favorable comment in his territory. 
It is his habit to back his car up in 
front of his customer’s place of business 
in such a position that it can be easily 
seen and read by the customer through 
his front store window. 
a man prominent in McCoy’s company 
that the latter’s sales in 1922 indicated 
very clearly that the slogan was of value 
to him. 






MORE” 


He is “broadcasting” 


He states that 


It is stated by 
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Good Electrical Jobbers Take Pride 

































in the stock they handle. It isn’ta 
case of buying to the best advantage 
if there is a question in regard to 
Quality. They prefer to pay a little 
more for Quality merchandise, realiz- 
ing that it isan asset to them to have 
the reputation of handling the best. 


That is why Good Jobbers handle 
DURABILT Products 


DURADUCT 


Non-metallic conduit. 


DURACORD 


Heavy duty portable cord. 


DURAFLEX 


Armored conductor. 


DURAWIRE 


Rubber covered wire and light portable 
cord. 


All Quality Products 


TUBULAR WOVEN FABRIC COMPANY 
PAWTUCKET, R. I. 
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Catalog 
No. 34 




































Just From 
the Printers 


Get Your Copy of This 
New Catalog! 


This new No. 34 catalog contains only the 
vital points of quality, construction, use and 
description of Stee] City Products. 


It tells you what to recommend for every 
type of requirement from the simplest to the 
most complicated. 


It tells you what you need and how to use 
it. 
And the catalog is easy to use. Contains 


three indexes. One on catalog numbers, a 
general and a code word index. 


You need this catalog. Fits snugly in 
your case and will prove a big help in put- 
ting over sales. Ask your sales manager for 
your copy of this new and concise catalog 
No. 34. 


Steel City € 


PITTSBURGH 


» Clectric Ca 


PENNSYLVANIA 











L. L. Shivers: 


(Continued from Page 21) 


that he has often heard him give ex- 
pression to the following beliefs: 

“Whatever success the Carter 
Electric Co. has made has _ been 
largely due to the fact that since its 
reorganization, we have made every 
effort to make it a character institu- 
tion. A business can have personality 
and character just the same as an 
individual, and that character can 
only be made from actions. Con- 
sideration of employees is another im- 
portant factor in building a success- 
ful business. In order to progress 
and function efficiently, every mem- 
ber of the organization must have the 
company’s interest at heart. This 
interest is impossible without the 
proper spirit on the part of each in- 
dividual and that spirit can only be 
made by fair play and the knowledge 
instilled in each employee that the 
company is interested in him and is 
at all times ready to do anything 
that is consistent in advancing his in- 
terests. 


“No individual is smart enough suc- 
cessfully to run a big business single- 
handed. He must surround himself 
with capable men, who probably 
know more about their particular 
duties that he does and stay actively 
on the job, co-operating with them. 
Confidence is the key note between 
employer and employee.” 

This same friend also remarks: “It 
is a rule with Mr. Shivers, when con- 
sidering applicants for his company, 
that if he cannot go all the way in 
having 100 per cent confidence in a 
man, he will not go any of the way, 
nor will he have any people connected 
with him, regardless of their merit, 
unless he feels that he can place full 
confidence in them. 

“More might be added regarding 
Mr. Shivers love for sport. With a 


' rod and reel, or a shot gun, few can 


! be found who excel him. A safe 





statement is that if he does a thing 
at all he does it with his best, whether 
it be golf, business, fishing or hunting. 

“His chief characteristics is his 
democratic spirit. He extends the 
same consideration to the smallest and 
greatest alike. 

“Mr. Shivers takes a deep interest 
and pride in the merchandising work 
of his company and gives it a great 
deal of his time. Merchandising on 
a scientific scale might be called his 
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Whether the building 
is a new one or an old one 


Put your wires on the 
surface with 


Wiremoro CONoUIT 
Because— 


Wiremold Conduit costs less to 
buy and is easier to install— 


Surface wiring is always acces: 
sible— 


Outlets may be located exactly 
where wanted— 


AA complete Wiremold system 
may easily be altered, extended 
or transferred from one part of 
the building to another— 


Wiremold Conduit makes a 
sturdy, good looking job. 





Write for complete information, catalogue and sample 


THE 
HARTFORDO.CONN. 
Also makers of WIREDUCT the Guaranteed Loom that comes A- Coil-to-a-Box. 
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Here’s a Real Talking Point 


§ The sturdy ribs that back up the strong 
yet pliable wall of Flextube is one of 
the excellent features that make 


F lextube 


the non-metallic conduit that is easiest 
to sell contractors who appreciate a 
quality material. 


























§ You can bend, twist and kink Flextube with- 
out injury to the wall. And the oval shape of 
the ribs around which the cotton is woven gives 
a smooth non-friction interior that makes fishing 
of wires easy. 


National Metal Molding Company 


1312 FULTON BUILDING 
PITTSBURGH, PA. 


Represented in All Principal Cities 











hobby. He is also a died-in-the-wool 
radio bug.” 

Through your reporter, Mr. Shivers 
sends this message to THe JopBer’s 
SALESMAN: 

“T have no secret of success, but 
have kept my eye on the ball and 
followed one job through succesfully, 
then tackled another a little bit hard- 
er. The only thing that I can say 
in the way of advice to the jobber 
salesman is to decide what you want 
to be, what you want to do and get 
the fire of enthusiasm into your soul 
and do that thing you want to do 
and be the man you want to be and 
let nothing deter you from your goal.” 

ee ae 


Turtle & Hughes Open in New 
York 

M. B. Turtle and A. W. Hughes 
have formed a partnership to do a 
jobbing business in New York City, 
and are located at 446 Canal Street. 
They announce that they will act as 
jobbers and distributors of electrical 
supplies and equipment and it is un- 
derstood that they will specialize in 
industrial plant business. Both part- 
ners were connected with the Burnet 
Co. of New York for a number of 
years. 

















You will have to ask these two fellows 
with the Douglas Fairbanks smiles why 
they insisted on putting on their overcoats 
before they would pose for this picture. 
Yes, even the gloves had to come on. On 
our right is T. W. Todt, district sales man- 
ager of the Pacific States Electric Co., at 
San Francisco. On the left is Arthur C. 
Nodine, of the Electric Vacuum Cleaner 
Co, Inc., Cleveland. “Artur” was mak- 
ing his regular coast trip when this was 
taken. T. W. isn’t the only Todt in the 
jobbing business in San Francisco. P. W. 
Todt, a brother, is store manager of the 
Western Electric Co. 
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Clearsite Fuses 


The greatest development in design and 
performance in plug fuses since the screw 
shell type has been in use. 


Made only by the pioneer manufacturer who 
blazed the trail of adoption and use of 
Renewable Fuses to the end of securing 
approval by Underwriters’ Laboratories 
and the great American public. 


Economy Fuse & Mfg. Company 


CHICAGO, U. S. A. 
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JOBBERS: 


Would You 
Be Interested 
Ina 
$44,000.00 
Order? 











A Jobber in Pittsburgh wrote 
such an order—230 STANDARD 
ELECTRIC RANGES in one 


apartment building! 


The Built-In Range 


solves the Apartment House Problem. It is safe—it is 
eficient—everything is above the floor—no dirt 
accumulating corners. 


The time has come when electric ranges are rapidly 
taking the place formerly held by gas ranges. The 
electric range business will run into millions of dollars. 
Installation orders are running into thousands of dol- 
lars for some jobbers right now. All of this Standard 
business can be jobber business. 


We want you to get your share of this volume. 


Here’s Evidence—All Jobber Sales 


A Detroit order $23,460.00 A Chicago order......$28,300.00 
A Cleveland order.. 9,912.00 A Springfield order.. 3,440.00 
A Pittsburgh order....$44,000.00 


One Los Angeles jobber has a standing order of a carload of Standards 


each month. 


Write to us now for working plan on how to go after 
Apartment Range Business 














Making a Game of 

Business 
(Continued from Page 10) 
ticed many a time that a dog acts just 
about the way you expect him to act. 
He seems to sense one’s mood and to 
reflect it into his own actions. In fact, 
getting back to men, I'll put it this 
way. The measure of confidence one 
puts in an employe largely decides 
the efficiency and faithfulness of that 
employe.” 

“That reminds me of a story,” 
added Morris. “A city minister went 
on his vacation to a Maine fishing 
village, arriving there on Satur- 
day. The fishing community of a 
nearby island requested him to come 
over the next day and preach a ser- 
mon. The minister went, taking his 
little daughter with him. After the 
service the little girl rushed up to her 
father, meeting him as he descended 
from the pulpit and whispered that he 
had forgotten to take up the collection. 
He explained that the people were 
too poor and could not afford to con- 
tribute. 

“ ‘Well, I know then, Daddy, where 
you can put some money’, explained 
the child, leading him to an alms box. 
The minister dropped a half dollar 
into the box and departed. Soon after 
the chief elder hailed him to wait and 
came running to him. He explained 
that the congregation could not afford 
to pay a minister a stipulated sum, 
but it was their rule to give the min- 
ister whatever was in the alms box; 


and he handed him back his 50 cents. . 


“ “Now, Daddy, you see,’ scolded the 
girl, ‘If you had put more in, you 
would have got more out.’ 

“And that, Mr. Gloom, is the way 
we feel about the fellows in this or- 
ganization. We put everything we 
have into them and we usually get 
100 per cent back.” 

“Very interesting,” agrees Gloom, 
warming perceptibly. ‘““What else do 
you do?” 

“Nothing unusual,’ smiles Morris. 
“A share of the profits in this business 
goes to the employees when the earn- 
ings exceed a certain figure. We hold 
weekly sales meetings during the 
winter and not quite so frequently 
during the summer. Also we aim to 
have our salesmen visit their local 
house office at least once a week. We 
find it is good for them and for us 
too. It acts to keep their enthusiasm 
up and to keep us intimately posted. 
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“THE GREATEST REFERENCE 
BOOK EVER COMPILED’’— 


That’s what 8500 users say about tte E M F ELECTRICAL YEAR 
BOOK. It is the only complete reference book of the industry, and its 
1200 pages of text cover every conceivable electrical subject. Here are a 


few high spots of its contents: 


Every electrical product is clearly defined, supplemented by an unbiased list 
of the manufacturers of each. There are over 3150 such defined and classified 
products with manufacturers’ listings aggregating over 45,800. 

There is an entry by company name of nearly 6600 electrical manufacturers, 
giving in each instance a list of products made, officers of the company, 
location of branch and district offices, etc. 

Ower 6700 electrical trade names are listed alphabetically, giving the name 
and address of the manufacturer in each case and the product for which the 
trade name is used. 

There are 500 entries aggregating several hundred columns, of facts, statistics, 
historical matter and data upon latest developments in all branches of the 
industry. 

There are over 5600 authentic, concise definitions of technical and practical 
words and terms, written by leading authorities. 

You will find all of these classes of information arranged alphabetically in 
one continuous section, making the book as simple to use as your telephone 
directory. 


SAVE TIME BY CONSULTING THE E M F 


Electrical Trade Publishing Co. 
53 W. Jackson Blvd. 
CHICAGO, ILLINOIS 
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“PE aggregated opinions of 

thousands of dealers from 
discussions of lighting fixtures 
have created a definite 1m- 
pression of preference for the 
Williamson Line. 


Geographically this preference 
is identical; east 1s west and 
north is south. Williamson 
Fixtures are of a varied selec- 
tion which meets all local 
discrimination. 


R. WILLIAMSON & CO. 


New York :: Chicago :: San Francisco 
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Fk YOU were to ask, dealers 

in Williamson Fixtures 
would undoubtedly inform 
you of many qualifications 
which have influenced this 
selection. 


For the individual fixture dis- 
tributor and his salesmen the 
significance of this preference 
is that it indicates a remark- 
able degree of manufacturing 
art and merchandising ability. 


R. WILLIAMSON & CoO. 
New York :: Chicago :: San Francisco 
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IF YOU KNEW 


HOW EASY IT IS TO 


SELL 


THIS NEW SECONDARY RACK 


You WOULD SPEND'A LITTLE EFFORT 
AND GET THE BUSINESS IN YOUR 


TERRITORY —— 















Smalley 


<< Secondary Rack 
A No. 68. 
\ * " Patent 
Applied For. 


5 oF ITS MANY 
SUPERIOR FEA- 
TURES. 


|1—made of pressed steel 
throughout. 


2—-stronger than any 
rack on the market. 


3—insulated wires may 
be pulled over the 
arms without dam- 
aging the insulation. 


4— its neat appearance 
makes it easy to sell 
and is suggestive of 
its ruggedness. 


5—made in 17 sizes to 
meet all require- 
ments of secondary 
rack distribution. 


We have prepared an at- 
tractive two page circular 
describing and giving full 
information on this rack. 
To assist you in selling 
this article, we will fur- 
nish these circulars with 
your name and address 
imprinted. Write for 
further information. 


REMEMBER IT’S BACKED BY JOSLYN SERVICE 


JOSLYN MFG. & SUPPLY CO. 


CHICAGO 


KANSAS CITY 


COMPLETE POLE LINE EQUIPMENT 














Also, we work on the theory that men 
should earn more than their market 
value during good years, and be will- 
ing to take less than their market 
value during bad years—enjoy pros- 
perity with us and stand adversity 
with us. 


“Our salesmen sell what is in 
stock,” assures Morris. “We will not 
parallel lines for anyone; and by cut- 
ting out parallel or duplicating lines, 
we were able to reduce our inventory 
cards more than half. And so far as 
I can see we are giving good service. 
However, we allow the local branch 
manager to decide what lines he will 
handle, so long as his selections do 
not conflict with our house policies. 
We prefer, however, for economic 
reasons, that he handle lines of nearby 
manufacturers. And, as I said in the 
beginning, volume alone does not in- 
terest us; we are in business for profit 
and try to keep that objective in 
mind. 

“It seems to me,” he concluded, 
“that when one forgets that objective 
the result is to create a business ver- 
sion of the old conundrum about which 
came first—the hen or the egg. One 
must have price in order to get vol- 
ume; and one must have volume in 
order to give price. Between two 
stools, one falls. So we try to play 
safe by having one objective—profit.” 








Bill Sears, Western sales manager, elec- 
tric division of Landers, Frary & Clark, 
discussing the merits of the Universal line 
with Chalfant of the Electric Corporation 
of Los Angeles. Bill makes his head- 
quarters at San Francisco. 
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History Repeats Itself 
By BERNARD G. PRIESTLEY _ 
FTER interviewing a long line 

Ac prospective salesmen, Edward 
Files, sales manager for the G. & F. 
Electric Co., was busying himself 
with putting into order the mass of 
papers that had collected during the 
day on the writing desk in the hotel 
room in which he had been making 
his headquarters. 

He was enthusiastic over the re- 
sults of the first day of his sally into 
new territory to dig up the nucleus 
for a state selling organization, for 
he had uncovered some human timber 
out of which he was positive could be 
hewn a group of the sort of sales- 
men he most desired—men who hop 
obstacles while others are idling 
away time lamenting about them. It 
was to make sure that men of this 
calibre were mustered as foundations 
for a new selling force that he himself 
often invaded untried territory, and 
then turned over the work of building 
the force to a district sales manager. 


Just as he began to sort out the 
last pile of papers, a hasty knock on 
the door brought him up straight. At 
his command of “Come in, please!” 
the door swung open and a man with 
the confident step and glowing face 
of satisfied young manhood came 
toward him. 

“Mr. Files—Edward Files?” quer- 
ied the young man in a pleasing tone 
of voice. 


“Yes, sir,” replied the sales man- 
ager. 

“Glad to know you, I’m sure,” said 
the young man, extending his hand, 
which Files grasped in his own pow- 
erful palm. “My name is Josephus 
Gorman, but even my best friends 
don’t know me by any other name 
than Joe Gorman.” 

Files’ eyes flashed just the slightest 
bit with surprise as he heard the 
name. “Not the Joe Gorman, sales- 
man for the Westphalia Electric 
Co.?” questioned he. 

‘“‘Well—up to about half an hour 
ago I was,” laughed Gorman. ‘At 
that time I wrote out my resignation.” 

“I’m quite surprised,” commented 
Files. “Indirectly, I’ve heard reports 
about you once or twice. From what 
I learned you were chalking up rec- 
ords in salesmanship mighty fast.” 

“T wasn’t appreciated, it seems?” 
defended Gorman. “The sales man- 














The Wahle Franchise 
And Its Participants 





Each star in the map indicates a possible opportunity 
for you to participate in the WAHLE FRANCHISE. 


Forty-three of the foremost electrical supply jobbers 
in the country are already partaking of the benefits of 


the WAHLE FRANCHISE, as symbolized by the dots. 


If there is a star in the territory in which you are lo- 
cated, write us to have our representative call to tell 


you what the WAHLE FRANCHISE means to you 


and your dealers. 


Wahle Fixtures :-— 

Packed in Cartons Unusual 
No Repacking ee 
Economical Warehousing 

Sold like a staple Profits 


Excellent jobber differential 


ALBERT WAHLE COMPANY 


Incorporated 


224 Fifth Avenue, New York City 
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A single bar has been used on each box. The bar is 
split to install a switch box. Common stove bolts are 
used to fasten outlet box. The ears of switch box fit 
into the switch bar. 


LEAD-ALL 


The Box Bar That Builds 


Contractor Business 


Here are the important points to remember when 
selling the LEAD-ALL Box Bar. These are the rea- 
sons why the LEAD-ALL builds contractor business. 


1. Rigid and meets all requirements. 


Easy to install. 


2 
3. Makes a perfect job. 
4 


Effects a considerable saving over the use of 
boards. Increases the contractors’ profits. 


Supports the fixture and holds the switch box in 
place. 


One LEAD-ALL Box Bar makes two switch bars. 
The LEAD-ALL Box Bar combines high quality 


and low cost. 
Approved by the Underwriters. 


Here's the Box Bar that will give you big returns for 
the investment— investigate the LEAD-ALL Box Bar. 


The Electrical Equipment & Mfg. Co. 


1137 Champlain St. Toledo, Ohio 








| ager kept jumping on me; been trying 


to get me for a long time. I decided 
to beat him to it.” 

“Now that’s too bad,” Files ex- 
claimed. He waved Gorman to a 
chair. “Sit down, Mr. Gorman, and 
let’s talk shop a while. Am I right 
in thinking that you came here to see 
if you could hook on with us?” 

“Just what I wanted,” said Gor- 
man. “That is, if terms can be ar- 
ranged satisfactorily.” 

Files thought a moment, and then 
said, “Mr. Gorman, you put me in 
mind of a man I am very well ac- 
quainted with. If you aren’t in any 
particular hurry, I’d like to tell you a 
story about him before we talk over 
terms.” 

“Shoot!” said Gorman. “I’ve got 
time to burn just now.” He leaned 
forward a little in his chair. 

Files crosed one leg over the other 
and tipped back into his chair. He 
was unusually tall and well devel- 
oped, with a graying at the temples 
that added perceptibly to his appear- 


| ance. In the manner of one unaccus- 


tomed to story-telling, he cleared his 
throat before he began. 

“This fellow I speak of,” he started, 
“was, according to his friends, as 
good a salesman as ever made out an 
order slip. One fellow once said of 
him: ‘He is so clever that I believe 
he could sell bird seed to cuckoo 
clocks.’ He had a knack of getting 
across selling talk, they said, in such 
a pleasing manner that people thanked 
him for calling.” 

Files paused a moment. Gorman 
showed eagernes for him to continue. 

“But this fellow changed jobs as 
fast as partners are swapped at an 
old-fashioned dance. As he told it, 
after he held down a position for a 
few months, something would invari- 
ably wise him up to the fact that the 
men higher up were trying to ‘get’ 
him. With one firm it would be the 
sales manager, with another the as- 
sistant sales manager, and with still 
another the watchdog of the bonus 
treasury. 

“This fellow resigned from so 
many jobs in a few years that he be- 
gan to think everybody was conspir- 
ing against him. He brooded over the 
subject. Every time he would meet a 
friend he would unload his experience 
with ‘the last company.’ By retelling 
his tales of woe he developed them to 
a point where in comparison the ex- 
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Save Time in 


Fixture Assembly 


Complete Candle Units 










Time, labor and costs can be reduced 
in your fixture assembly by the use of 
complete candle units—C-H Candle 
Length Sockets. 









These sockets are as compact and 
rigid as standard brass shell sockets 
—and as easily installed. 














The brass cap securely locks the 
candle sleeve at three points, insuring 
a permanently good appearance. 
This feature is of particular value on 
wall brackets and portables where 
the push buttons are used to turn 
the current “on” and “off.”’ 
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Push buttons and keyless types are made, 
and for use with candlesticks, dressing table 
brackets, etc., a cap with side outlet is designed 
through which the cord connection may pass. 




















Let us mail you complete information 


THE CUTLER-HAMMER MFG. CO. 
Switch and Specialty Department 
Works: MILWAUKEE and NEW YORK 
Offices and Agents in Principal Cities 

























CANDLE LENGTH SOCKETS 


CUTLER -HAMMER 
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DUNCAN 


A. C. Watthour Meters Model M2 





And to sell Duncan A. C. Watt- 
hour Meters Model M2 is to be 
certain of better than the average 
amount of repeat business from 
your customers. 


The low top bearing friction of 
this type of meter is an exceptionally 
good talking point—a point of ex- 
clusive superiority. This can be 
readily proved because the M2 is 
the only meter whose top bearing 
can be removed at light loads with- 
out stopping the meter. 


Talk this line to your customers. 
It’s a winner. 


DUNCAN ELEcTRIC Mra. Co. 
LAFAYETTE INDIANA 
Builders of Electricity Meters since 1902 















To know them is to sell them! 





periences of European secret agents 
were but child’s play.” 

Gorman moved uneasily in his 
chair. There was a questioning look 
in his rounded face. 


“He was unusually successful with 
two or three companies that took him 
on. After he had broken sales rec- 
ords for a while he was switched to 
new territory. It was tougher going 
than the first territory. He would 
jack up his job after a few days and 
go around telling his friends that the 
men over him maliciously transferred 
him because they feared he would 
take some of their jobs if he con- 
tinued his good record.” 


Gorman’s face took on a _ serious 
look. 


“One day, after he had thrown up 
a job, he called on the sales manager 
of another company. ‘Young man,’ 
declared this sales manager, who was 
well acquainted with him, ‘you’re de- 
liberately kicking away your chances 
of getting somewhere. When it comes 
to thinking up ways that people take 
to ‘get’ you, you're the best little 
imaginer in the universe. Clean your 
mental house and toss those ideas 
onto the dump heap. You're the 
only conspirator against yourself! 
You’re——’ ” 

Gorman jumped to his feet. His 
eyes flashed with anger. He held out 
both hands, palms facing Files, as a 
signal for the elder man to stop. 
“T—I—didn’t come here to hear a 
sermon—or be insulted!” Gorman 
finally stammered. 

“Wait! Wait!’ Files exclaimed, 
standing up and putting a friendly 
hand on Gorman’s shoulder. “No in- 
tention to insult you. Please hear 
the story out.” 

Gorman grabbed Files’ wrist sav- 
agely and threw the hand from his 
shoulder. With a snort of disgust, 
the former turned on his ‘heel, hurried 
to the door and slammed it after him. 

‘ks S 


“At midnight that same night Files 
was aroused from his sleep by the 
persistent ringing of the telephone 
bell in his room. With a grumble, 
he waddled to answer. 

“Mr. Gorman talking,’ announced 
a voice at the other end of the wire. 
“Pardon me for calling you at this 
hour—but—but—” (Gorman’s voice 
broke a little)—” I couldn’t rest until 
I apologized to you.” 

“You don’t owe me an apology,” 
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Bigger Fan Profits This Year 


Y OUR Dealers can make a bigger profit this year if you help them push 
their fan business and standardize on Dayton Fans. 


There are 102 different Dayton Fans and each one is easy to sell. 


There is a unique window display for Dayton Fans this year and many 
other valuable Dealers’ Selling Helps. Dayton Fans are well known and your 
Dealers have been selling Day-Fan Radio apparatus. There is a liberal discount 
for both Jobber and Deaker. 


Ask for your copy of 
Pro-FAN-ity 


and 
Push Your Fan Sales 


The Dayton Fan & Motor Co. 


Factory & General Offices 


Dayton, Ohio 
Established 1889 
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THOUSANDS 


of Heinn- Badger Binders are being 
used by electrical jobbers every- 
where — for both salesmen and 
general trade use. 

























Heinn-Badger Binders can 
be changed day by day and 
they last year after year. 
The insertion and removal of 
sheets is done in a minute— 
no tearing down of the whole 
binder which is usually 
necessary with others. The 
sheets are always in perfect 
alignment, and Heinn- 
Badger Binders are famous 
for ease and quickness of op- 
eration. 
































of Heinn-Badger Binders are being 
used by manufacturing concerns, 
business houses and jobbers in ail 
lines of industry, in all parts of the 
country. For both salesmen and 
general trade use their value is 
measured by years of service. In 
every innermost part, Heinn- 
Badger Binders are built to with- 
stand hard, steady usage. 


Heinn-Badger Binders are made in 
all sizes and descriptions—you’ll 
find a Heinn-Badger product for 
every binder need. 


Complete information and prices 
will be gladly submitted without 
cost or obligation on your part. 
Give us your specifications—and, 
we'll quote on your particular re- 
quirements. 


The Heinn Company 


Originators of the loose-leaf system of cataloging 


Before you issue your next 
catalog— investigate the 
Heinn-Padger line 


351 Florida St. Milwaukee, Wis. 











MILLIONS 





| 
| 
| 








the surprised Files finally was able to 
say. 

“Yes, I do!” insisted Gorman. “And 
I owe you thanks for waking me up. 
I raged at the time, didn’t I? But 
when I thought things over—well— 
I’ve been as blind as an ostrich with 
its head under ground. But tell me 
how in thunder did you get hold of 
all that dope about me for that story 
you hatched for my benefit?” 

“Story about you? I was relating 
my own experiences. When I got the 
idea I was being abused out of my 
head I began to go up. Little things 
I’d heard about you made me feel the 
story might cause you to change your 
attitude. No sales manager or any 
other man ‘higher up’ can hold his job 
and spend his time scheming up 
spite-work.” 

“Right! Absolutely!’ agreed Gor- 
man, his voice doing much to depict 
the change in his attitude. ‘‘And— 
do you want to spend the time, after 
what has happened, to talk terms to 
a bird like me?” 

“Do I?” responded Files instantly. 
“You can’t get here any too early in 
the morning to suit me.” 




















Heave ho and a couple of hearties for 
J. A. McKenna, sales manager of the 
Kimball Electric Co. New York City. 
Evidently Mac believes in dressing the 
part, believing the finny tribe is more 
accustomed and friendly to the sailor 
man. When he isn’t fishing for orders, 
he’s fishing for fish. 
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New 


DREADNAUGHT 
Portable Cord 


rubber covered 



















































This new PARANITE cord, like all other wires and cables bearing this label, 
is “more than code requires’’ in all the details of its manufacture. 

More than this, Dreadnaught Portable cord is superior to the usual rubber 
covered portable cords now sold. 

The rubber cover, thick, tough, practically everlasting even in the severest 
service, is of the same quality as the rubber in high grade tire treads. 

This thick rubber cover is put on under enormous pressure over the double 
conductors, which are insulated with 30% rubber and braided with an indi- 
cating tracer. Pressure forces the soft, unvulcanized rubber tightly around the 
conductors. The pressure is maintained and after vulcanizing the result is a 
tough, dense wall of live rubber that withstands wear remarkably. 


It's PARANITE quality and service all the way through. 


Indiana Rubber & Insulated Wire Co., 


Jonesboro, Indiana 


810 Marquette Bldg., Chicago 
The Thomas & Betts Co., 
63 Vesey St., New York 


if its PARANITE if: right 
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Labor-Saving 
Devices 


It’s the Ease, Simplicity and 
Durability of these Outlet 
Boxes that make 


NEW ERA OUTLET BOXES 


The Electrical Trade’s most 
Popular Wiring Appliance.... 


This outlet box is designed 
for 4” and %” conduit with 
adjustable suporter. Packed in 
standard units, all assembled 
ready to nail in joints. 


Standard package....50 in box 


This type is supplied with ad- 
justable bar for lathe work. The 
adjustable bar feature is exclu- 
sively a New Era adaptation. 


This style is intended for BX 
Cables with adjustable rod, the 
only box made with this ad- 
justable feature. 


No. 10-B.‘'3” 





We also make Loom Boxes for New House, Combination 
Gas and Electric installations, and for Old Houses 





SOLD THROUGH JOBBERS ONLY 


New Era Electric Manufacturing Co. 
4121 Woodland Ave. Cleveland, Ohio 











The Public Wants Lower 
Prices 
(Continued from Page 12) 

most important things that a jobber 
salesman can thoroughly explain to his 
dealer, over and over again, is this 
matter of turnover and volume. N» 
matter how old it may seem to the 
salesman, how new in practice it still 
is to a great portion of his trade! 
Many dealers do not have a thoroug)h 
understanding of turnover, and when 
a salesman offers one of them.a higher 
discount, regardless of whether the 
article will give him a quick turnover, 
he jumps at it regardless. | 

As far as discounts go, they mean 
very little to the dealer when com 
pared with volume and turnover. If | 
were a jobber salesman and a dealer 
flaunted in my face an article of un- 
known merit, and comparatively un- 
heralded to the public at large, but 
upon which he was getting a super- 
discount—and how often does this 
happen to you—I would trot out my 
“turnover volume” argument and place 
my chief dependence upon it—it is so 
self-evident. If your dealer has an 





Louis Peine, radio expert of the Hurl- 
burt-Still Electric Co., Houston, Tex., 
and winner of the first prize in the “Red 
Seal” battery contest held last fall by 
the Manhattan Electrical Supply Co. 
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Buy for Value Alone 


The three jobbers who distribute the largest editions of electrical supply 
catalogues in the United States have already closed contracts with Donnelleys 
for the building of their forthcoming general catalogues. 


Their orders have been placed on the basis of value alone. 


Since there is so close a relationship between your catalogue and your sales 
and profits, can you afford to employ less than the best? 


With competition in the selling of electrical supplies as keen as it is, can you 
afford to let any other consideration than merit alone govern the choice of 
your catalogue? 


The new series of Donnelley electrical supply catalogues is a part of the gen- 
eral programme that we started four years ago when we brought out our 
present series of auto accessory catalogues, built on the Donnelley Unit Com- 
pilation Plan. Catalogues built on this same plan are now available for 
jobbers of mill supplies, electrical supplies, and plumbing supplies, and the 
experience gained through making more than 1,000 supply jobbers’ catalogues 
is embodied in this new series. 


The Donnelley leadership in the various supply catalogue lines has been built 
and maintained year after year on the only basis that would make such con- 
tinued leadership possible—making the best catalogues and selling them at as 
close a price as such catalogues can be built. 


With this sort of catalogue is included the kind of dealing that makes the 
majority. of the Donnelley supply catalogues repeat orders season after 
season. 


Would you like to be served on this basis? 


A member of the Donnelley catalogue organization will be glad to go over the 
matter with you by appointment. 





R. R. Donnelley & Sons Company 


Jobbers’ Catalogue Department 
731 Plymouth Court Chicago, III. 
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Textile Mills and Their 
Power Plants Offer 
Unlimited Markets for 
Type A Safety Switches 


In the clicking, humming textile mills, the hustle and 
bustle of the electrically untrained workers creates a 
condition of confusion which makes the installation of 
safety switches a matter of necessity. 

Trumbull (T) Type A Safety Switches should be an 
important part of the electrical equipment of every 
textile mill. It will take but little sales effort to con- 
vince factory managers and superintendents of the 
significance of this truth. 


Trumbull (T) Type A Safety Switches require no 
dificult or involved presentation. Their need is evi- 


dent, their construction perfect and their operation un- 
failing. Develop the ““Acres of Diamonds” in the textile 
industry. Sell Trumbull (T) Type A Safety Switches. 

If you should ever need sales help, call your sales 
One will come 


manager and ask for a Trumbull man. 
to your assistance in record time. 


Sales Points on Type A 
Safety Switches 


1 “Built up” 

2. Safety catch. 

Hinge rivet upset—can’t loosen. 

Can be locked open. 

Ample room for running wires. 

Quick break. 

Knockouts—ends, sides and rear. 

Pin with which catch operates. 

Box made of Armco Ingot iron. 

10. Switch cannot be opened when in 
position. 


TRUMBULL ELECTRIC MANUFACTURING CO. 


Plainville, Conn. 


New York Chicago Philadelphia San Francisco 
114 Liberty St. 2001 W. Pershing Rd. Boston 595 Mission St. 


THE INDUSTRIAL STANDARD FOR MORE THAN 20 YEARS. 
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article that nobody knows about, and 
of which, in the nature of things, he 
is bound to sell about one a year, and 
you are carrying a similar article 


| which is well-known—demand created 


—and of which, with no more effort. 
he will sell 10 in a year, what is your 


| best line of attack? 


make a $5 profit on 


| and only $2 on yours. 


get off? 
end of the year. 


Suppose he does 
the other device 
Where will he 


Exactly $15 poorer at the 


The electrical dealer is showing im 


provement and the new lines of mer 
chandise for which the electrical dealer 


and jobber are the 


natural outlets, 


such as radio, etc., are all going to 


| help solve the problem by increasing 
| the volume of the dealer’s sales. 


One 


great difficulty that the electrical deal- 
er has in competing with department 
stores, and other retail outlets, is the 


lack 


of attendance; 


and up-to-date 


merchandisers in the electrical line are 
using every conceivable means to get 


| possible buyers into their stores. 
If the jobber salesman wants to be 








a 





more successful with 
which merchandizes, 


his dealer trade, 
it behooves him 


| to make a further study of these sub- 


jects of practical merchandising. 








This shows the close co-operation be- 
tween the sales and bookkeeping depart- 
ments of the Union Electric Supply Co., 


Providence, R. I., the 


sales co-operator 


being J. A. Daniels, salesman, and Miss 
McCaffery 
department. 


represents 


the bookkeeping 
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ASSORTMENTS 


Which Your Trade Is Interested In 


LEADING JOBBERS are Stocking the Weber Service Kits of Car- 
bons, Springs and Wicks. A Handy Stock Assortment for Quick 
Repairs On All Small Motors Used in Domestic Appliances, Office 
Devices and Factory Tools. 





THE ORIGINAL KIT OF ASSORTED 


CARBONS, SPRINGS AND WICKS 


ms Hair Dryers and Grinders 
Saction Sweepers Sewing Machine Motors — Utility Motors Biowers 
Vibrators Drink Mixers Dental Moters Smal! Power 3 * 
Also other motors used in domestic Appliances, Office Devices and Factory Toots 
RENEWALS REPLACED WITHOUT DELAY 





Weber Electric Works 
BROOKLYN STATION - - - CLEVELAND, OHIO 


CARBON BALSPES OF Elda ELECTRIC A SPECIES 
| PVERY DESCRITTION : AND ASSORTMENTS 


F BRECKHEDE SKTT ES eu we 


ALOGUE Ne. 








| SaRaee WHEN SERVICE IS NEEDED 








One of These Assortments Will Fill the Needs of Every Electrical 
Dealer, Electrical Repair Shop, Garage, Dept. Store, Industrial Plant, 
Public Institution, or Large Office. 


WEBER ELECTRIC WORKS 








NEW and IMPROVED 










Brooklyn Station -t- Cleveland, Ohio 
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APPLETON 























A Better Fitting for 
Every Installation 


Electrical contractors know the value of good 
conduit fittings on every job—whether for a sin- 
gle motor hook-up or the complete wiring of a 
large project. 

In order to insure larger profits and trouble free 
installations, many of the larger contractors have 
standardized on “Unilets.” Being pressed of 
steel, they are light in weight and exceedingly 
strong—allowing greatly increased wiring space 
for more rapid handling. 

There is a style for every requirement and the 
“Unilet” handbook with its convenient pictorial in- 
dex saves time in planning installations, assuring 
the correct treatment of every wiring problem. 

Look for the name Appleton—if it isn’t an Ap- 
pleton, it isn’t a “Unilet.” 








APPLETON ELECTRIC COMPANY 
1708 Wellington Avenue, at Paulina 


CHICAGO 














“GNILE TS” 


REG. US. PAT. OFF. 
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Why He Did Not Succeed As a 
Salesman 


He was too anxious. 

He lacked resourcefulness. 

He did not work by a program. 

His tongue outlasted his brain. 

He could not read human nature. 

He did not know how to approach men. 

He could not take a rebuff good 
naturedly. 

He did not bring the whole man to 
his task, 

He was not a man before he was « 
salesman. 

He did not carry confidence or con 
viction. 

He did not have reserve arguments 
enough to overcome objections. 
He spent most of his time trying to 
overcome a bad first impression. 
He was too long winded; people got 
tired before he got to the point. 
He always thought he could do better 
if he could only get to some other 

town. 

He lacked cordiality; he was a poor 
mixer; he antagonized people by 
his cold manner. 

= 


Clark Issues New Catalog 


The James Clark Jr. Electric Co., 
Louisville, Ky., has just issued a 
new catalog “Blue Book No. 17.” 
This catalog is very complete and 
up-to-the-minute, listing practically 
nothing except what they have in 
stock. It is the work of E. M. Zapp 
advertising manager of the company. 








SRE 


Some of the boys of the Pacific States 
Electric Co., Los Angeles. Reading from 
left to right they are: G. E. Loomis, A. 
C. Church, J. E. Ellison, H. F. Rea, 
assisant manager, Jerry Barth, R. E. 
Coats, J. G. (Doc) Cook, W. Cameron and 
. W. Greenberg. They are a smiling 


bunch. 
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Five Ways the Customer 
Is Always Right 


(Continued from Page 8) 


For the salesman, lacking this back- 
vround of technical confidence would 
instinetively work to make the pur- 
chase as large as possible while the 
customer would think chiefly of price. 

The fish dealer is building the same 
background of confidence, and in- 
creasing his sales when he suggests 
ways of cooking different kinds of 
fish, and so on through practically 
every kind of retail business. The 
public expects the merchant to know 
his merchandise as a specialist, wel- 
comes his counsel and suggestions, and 
trusts him more and more as these 
prove to be sound, and lead to good 
results. 

Unfortunately, the sales and tech- 
nical sides of a retail business may be 
kept separate. The technical man 
lacks sales ability, and even contact 
with customers, like the repair man 
in a jewelry store who fixes an old 
watch, but never shows a customer 
new timepieces. The salesman may 
have no technical knowledge, being 
unable to give a customer the simplest 
suggestion in matters of operation or 
repairs, or explain why a higher price 
for a better grade of merchandise is 
justified by better workmanship or 
materials, 

To increase the opportunities of the 





Don’t Kid Yourself 


By Fred W. L. Fullerton 


HEN the world goes right 
and comes your way 
And does exactly as you say, 
When every chance you take turns 
right 
And you win your way without a 
fight, 
When you are sufficient unto your- 
self 
And relegate friendship to the 
shelf, 
You kid yourself, by heck. 


When your drive goes straight and 
putts all drop 

And your back spin stops right. at 
the spot, 

When your pull or slice works at 
your will 

And your carry well 
burbling rill, 

When your regular game is a hun- 
dred and ten 

And you shoot a ninety, dear friend 

—why then 
You’re off your game, by heck. 


over the 
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The Preferred Light for Fine Offices 


The General Office of the New England Telephone Company at 
Dorchester, Mass., is a striking example of the modern fine office. 
Note in order, the linoleum floor, sanitary desks, numerous large 
windows, clean, light ceilings and ample Denzars. From floor to 
ceiling everything is spick and span, with nothing to supplement 
the soft, restful light of Denzar—not even a desk light and nothing 
else is needed when Denzar is used. 





Such fine offices are the very best prospects for Denzar. Equip- 
ment for them is purchased for quality and not for price. There 
are cheaper lights that would get by—and we make some of them— 
but when the management says “the best is none too good” recom- 
mend Denzars—they will qualify. Count on us for the utmost co- 










Beardslee Chandelier Mfg. Co. 
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This is the Famous | 
“Red Spot” Daylight Samet 
Kitchen Unit 











3599 Wakefield ‘Red Spot” 
Kitchen Units were sold in 
thirty days by The Ohio 
Public Service Company. 
Wakefield material 
furnished 
an electrical jobber 
in accordance with 
our strict policy. 















“Daylighting 3599 
Kitchens” which tells how it 


station customers will be in- 








through 











booklet 


central 


Your 


















































Elberta St. 


Pacific Representatives—Geo. A. Gray Co., 





And this is the 


STANDARD 
“Red Spot’ Hanger 


The well-known “Red 
Spot’”’ Hanger has been 
adopted as standard by 
most of the discriminating 
distributors. Send for “I 
Points of Superiority,” 
which tells just why this is 
the hanger for you to sell. 


Packed in cartons, insuring 
you against loss, damage or 
deterioration. 


“RED SPOT” 
PRODUCTS ARE 
7 ~—s SOLD _ BY LEAD. 

ig ING JOBBERS 


—and ONLY BY JOBBERS 
THE F. W. WAKEFIELD 


BRASS CO. 
Vermilion, Ohio, U.S. A. 


San Francisco and Los Angeles. 
































technical man for selling and contact, 
with customers, and to increase t)). 
technical knowledge of sales peop! 
is to strengthen customer confidenc 
through greater customer — servic. 
Once upon a time, the retail merchant 
was largely a craftsman and technic:| 
man, with selling incidental. The) 
changing conditions made selling hi, 
chief function, and surrounded him 
with assistants who knew 
alone, having practically no technica! 
knowledge or skill. ‘Thus two basic 
divisions of his business were divorced 
But conditions ar 
again changing, and the more thes: 
two divisions of a business can ly 
brought together, the better for the 
merchant, the’ organization, and tli 
public. 


Wetmore-Savage Springfield 
Bunch Entertained 

At a recent sales conference held 
by the Springfield, Mass. branch of 
Wetmore-Savage Co., a talk on ‘“‘Com 
mercial Lighting” was given by 
Messrs J. A. Toohey and E. L. Brad 
bury of the Holophane Co., of New 
York. After the meeting a dinner 
was tendered the salesmen at the 
Hotel Highland. 


selling 


from each other. 











This picture is an honest to goodness 
scoop, being the genial likeness of H. W. 
Matthews, president of the Matthews 
Electric Supply Co., Birmingham, Ala. 
We just couldn’t get H. W. to pose for 
a picture so we just turned our Eastman 
on him and shot at random and the above 
is the result. 
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Jobber Aids Kitchen Day- 

lighting Campaign 

The most recent success in “mer- 
chandising” light seems to have been 
scored by The Ohio Public Service 
Company, which sold 3599 150-watt 
daylight kitchen units in the first 30 
days of its campaign among approx- 
imately 32,000 customers. ‘T’. O. Ken- 
nedy, general manager of the com- 
pany, declares that close to 20,000 of 
the units will be sold before the cam- 
paign ends. 

Material for this 
furnished by The Erner Electric Co., 
of Cleveland. “The jobber is in a 
particularly fortunate position to be 
of service in a campaign of this sort,” 
says George Milner, active head of 
the Erner organization. ‘When any- 
one asks us ‘Why is a jobber?’ we can 
point to the kitchen daylighting cam- 
paigns in the seven Ohio Public Serv- 
ice cities as a concrete example of 
how the jobber functions to every- 


body’s advantage.” 
* * * 


Krich Light Branch in Asbury 
Park 

The Krich Light & Electric Co., of 
Newark, N. J., has established a new 
branch office and warehouse at 616 
Bond St., Asbury Park, N. J. This 
will enable them better to serve the 
contractor and dealer trade in Mon- 
mouth County. 


campaign was 

























The McGraw Co., of Omaha, Sioux City 
and St. Louis, is ably represented in Sioux 
City by Max McGraw, president (in the 
light suit) and A. J. Cole, vice-president 
and general sales manager. 





























The Only Packaged 


Type “R” Residence 
or Small Store Panel 
Board. This is the 
first absolutely safe 
residence panel 
board having the ad- 
vantage of unit con- 
struction, standard- 
ized manufacture and 
installation, and the 
only one that fits 
every requirement in 
only two types. It is 
really a “sold-in-the- 
package” panel board, 
for it comes com- 
pletely mounted in a 
cabinet ready for in- 
stalling. This panel 
board can be _ used 
for either two-wire 
125 volt, or three- 
wire 125-250 volt serv- 
ice, can be flush or 
surface mounted; 
used with either con- 
duit or knob and 
tube work and has 
top or bottom serv- 
ice connections. The 
type “R” can also be 
placed close to the 
center of distribu- 
tion as it has no ex- 
posed contacts of 
any kind and can 
be safely 
where it will be 
easily accessible to 
women and children. 


located 







DISTRICT OFFICES: 

Detroit, Dallas, 

Minneapolis, Kansas City, 

Cincinnati, Cleveland, 

New Orleans, Chicago, 
Francisco, Los Angeles, 

Seattle, 


Pittsburgh. 


Panel Board 


The Triumph Safety Type Panel 
Board is a package product, not an 
assembly. It comes to the job ready to 
connect with the feed and circuit wires. 
Many jobbers carry it in stock. 


The Triumph Panel Board is absolutely 
safe. Therefore, it can be located any- 
where in the home. This simplifies the 
wiring job, makes it less expensive. 
Consequently, the Triumph Panel 
Board actually costs less,—installed— 
than the old fashioned porcelain fuse 
block assembly. 


Triumph Panel Boards are the only 
standardized -unit boards. Their 
superiority is a matter of common 
sense, it comes from standardized prac- 
tice, the salesman’s most useful argu- 
ment to practical contractors. 


Write for full particulars and bulletins 
—sent free on request. 


OTHER “F-A” PRODUCTS: 
Major System of Theatre Lighting 
Control; Triumph Line of Safety 
Type, Standardized Panel Boards 
and Cabinets; knife switches; 
safety switches; hanger outlets; 
reversible-cover floor boxes; A. C. 
and D. C. Distribution Switch- 
boards. 
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A Lamp Coloring That Will Not Fade! 


—and a profitable item to push! 


A quick-drying—non-fading—brilliant lamp coloring for incandescent lamps. 
Comes in over-sized cans so that bulb can be dipped directly in can. 
Large assortment of colors. All coloring guaranteed. 

Mr. Sales Manager—Drop us a_ line. 

Mr. Jobber’s Salesman—See that he does it. 


Crown Coloring & Chemical Co. 
327 Columbus Ave., New York City 


Middle West Representative 
American Manufacturers’ Agency 
208 N. Wells St., Chicago, Ill. 




















Build Sales With SEMCO 


SEMCO Meters will build up a safe meter 
market for you out of your satisfied Central 
Station customers. Send today for our 
descriptive Bulletin No. 20. ~- 


Sewickley Electric Manufacturing Co. 
Sewickley, Pennsylvania 





















Logan on Window Display 
Lighting 

Henry Logan, electrical engineer 
of the Holophane Glass Co., Inc., gave 
a lecture entitled “Modern Methods 
of Window Display and Window 
Lighting,” before the members of thie 
Electrical League of Dayton, Ohio, 
at the Engineers’ Club during a 
meeting held recently. Mr. Logan 
studied at the Birmingham Polytec!i- 
nic Institute of England and at thie 
Royal Academy, and is particularly 
well suited to speak authoritatively 
on the psychology of window lighit- 
ing and its effect on the passer-by. 

By the use of a miniature window. 
Mr. Logan showed effects as they 
could be obtained+in windows of 
modern construction. The proper 
elementary methods of using colored 
light effectively in combination with 
spotlights, colored fabrics and back- 
grounds for effective window trims 
were demonstrated. 

The relation between the direc- 
tional effect of the light and its in- 
tensity and the form and contour of 
the objects displayed were clearly 
demonstrated. The apparent slow- 
ing down of moving objects when 
more light is thrown on them was 
illustrated by making use of a re- 
volving wheel. This principle illus- 
trates the value of high illumination 
values on the street and highways. 











W. B. said as we snapped this, “There 
are two things I like to do, one is to sign 
up a nice big order and the other is to 
eat,” and as we “shot” him just as he 
was going to lunch we can’t blame him 
for the look of grim determination. Oh 
yes, its W. B. Reynolds, salesman for the 
Union Electric Supply Co., Providence. 
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A Funny Fellow 


By James Edward Hungerford 
Ile started out upon the road, 
Chuck full of “zip” and “pep”; 
Spurred on beneath ambition’s goad— 
To win himself a “rep”; 


His tongue was full of silv’ry song; | 


He lacked no dearth of words; 


Who LISTENED to him—listened | 


LONG 

He warbled like the birds! 

His customers he entertained, 

With jest and quip and pun; 

Upon them all his “tricks” he 
trained— 

Just like a gatling-gun; 

They laughed and chortled at his wit, 

And slapped him on the back; 

His ENTERTAINMENT made a 
HIT— 


They liked his “clack” and “quack.” | 


They vowed that he would be a “star” | 


Upon the vaudeville stage; 

A “funny fellow” at the bar— 

Or in a monkey cage; 

But when he flashed his ORDER- 
BOOK, 

Their faces all grew GRIM; 

They turned away—he was FOR- 
SOOK— 

The LAST “joke” was on HIM! 








a 


W. W. Alden of the Western Electric 
Co, Los Angeles, Cal, is just reading 
about himself in a clipping from a Los 
\ngeles newspaper where it heralds him 
‘s the only honest man in southern Cali- 
ornia. Boy, page Diogenes and tell him 
to put away his lantern. 














PEIRCE 


FORGED STEEL PINS 


—are forged from a solid bar of 
open hearth steel—every pin 
must be uniform in strength and 
dependability. 


The resilient spring thread, 
with which Peirce Pins are 
equipped, acts as a cushion and 
adds life to insulators by elimi- 
nating porcelain fatigue. 


For every job, no matter how 
exacting the requirements may 
be, you can safely recommend 
Peirce Pins. 


HUBBARD & COMPANY 


PITTSBURGH—CHICAGO 











Made in Canada by N. SLATER CO. LTD. 


Hamilton, Ontario. 
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How Shall I Sell It 


By L. W. STAUNTON 


Advertising Manager, C. Brandes, Inc. 


T SO happens that the jobber in 
whose establishment we are in- 
terested for the purpose of this story, 
maintained a retail department. The 
salesman from the manufacturer, who 
is undoubtedly one of the successful 
members of the organization, saw his 
product—a variable condenser for 
radio use—on the shelf and asked to 
examine it. He studied it very care- 
fully, examined the finish, tested it 
and then tossed it up in the air about 
three feet and let it fall, full weight 
on the floor. 

The friendly clerk, who stood be- 
hind the counter with no particular 
desire or objection at the time other 
than to take the money and wrap up 
the condenser after the prospective 
customer had satisfactorily sold him- 
self, assured the prospect that he was 
very foolish to treat a condenser like 
that and walked around the counter 
to pick up the pieces. But to his as- 
tonishment the condenser was in per- 
fect working order. 

The outcome of the demonstration 
was very obvious. The gentleman, 
who was apparently a customer, had 
sold the clerk on his line. He had 
hoped, being the factory representa- 
tive, that the clerk would know 
enough about this product to sell it 
to customers. 

The salesman asked the clerk to 
introduce him to the buyer, and in 
a short time walked out of the job- 
bing house with an order. 


This is a repetition of an instance 
that actually happened. 

A similar example of this type of 
salesmanship occurred at the San 
Francisco radio show. The product 
was a Brandes matched tone radio 
headset. On a table in the center of 
the company’s booth during the en- 
tire week of the show was an R. C. 
receiving set with an aerial stretched 
to the ceiling. Five pairs of phones 


were connected on the set and the 
local broadcasting stations picked up. 

It happened that the company’s 
chief competitor produced a radio 
headset which was heavier and not as 
substantial as the types being dem- 
onstrated. When a customer became 
interested in the Brandes Navy type 
headset, the booth attendant started 
to hand the phones to the customer, 
but carelessly dropped them to the 
carpeted floor. Of course, he always 
excused himself for the error, picked 
up the phones and handed them to 
the customer. Very much to the cus- 
tomer’s surprise, when he “listened 
in” he found that the phones were 
not at all damaged by the fall. 

Many of the headbands used on 
radio headsets are very uncomfort- 
able. The tension of the headband is 
severe and the pressure of the phones 
against the ears of the listener very 
tiresome when the phones are used 
for a very long time by a person 
with a large head. On the other 
hand, when used by a very young 
person, the receivers do not clasp 
firmly over the ears. Nearly every- 
one who has listened in to radio 
broadcasting has used a headset with 
these disadvantages. 

To bring the customer’s attention 
to the weight and comfort of the 
phones is another point of demon- 
strating the product. 

While talking to the customer, the 
representative in charge of the booth 
was instructed to take hold of the 
phones by the two receivers and cas- 
ually twist the headband, spring it 
back until it was absolutely flat and 
then slowly release the receivers and 
allow the headband to spring back 
near its proper position; then to 
twist it into an “O”, tightly. In this 
way, without direct reference to the 
construction of the headband, he 
easily impressed upon the customer 


the fact that there was absolutely no 
danger of breaking the headband 
and also the fact that the headband 
could easily be adjusted to hold the 
receivers firmly over the ears without 
pinching, irrespective of the size of 
the head of the listener. 


Consider some other line of manu- 
facture. 


You must be familiar with the 
Shaw-Walker filing cabinets that are 
built like a skyscraper, and the draw- 
ing of the salesman jumping on a 
half-open drawer that so frequently 
appears in their advertisements. 

A short time ago, a friend pur- 


chased a filing cabinet. The Shaw- 
Walker salesman, in demonstrating 
the cabinet, went through this very 
operation apparently trying to break 
the cabinet in order to convince the 
prospect that it was built to stand 
years and years of ordinary usage. 

But the treatment of the article 
need not always be rough. Consider 
a well known waffle iron, for in- 
stance. 


I have in mind one with a lid that 
raises and lowers when the handle, 
by which it can be carried from one 
table to another, is pressed down. In 
Cleveland a salesman, in demonstra- 
ting the waffle iron, called attention 
to the neat finish and the pleasing, 
practical design. While doing this he 
continued to raise and lower the lid 
by pushing down on the handle, and 
impressed the customer, without di- 
rect reference to the feature, how 
easily and conveniently the iron lid 
could be raised and the hot, crispy 
waffles removed. 

The point I am leading up to all 
through the recital of these instances 
is that the public does not buy No. 
40 wire and steel magnets in a radio 
headset. We cannot sell technical 
articles by their technical advantages 
to non-technical customers. We must 
sell them practicability, substantial- 
ity, comfort and service and these by 
practical demonstration. 


The upper element of the waffle 
iron mentioned has more heating 
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Numbers refer to wave length 
and meters 


—the basic and correct system for re- 
ceiving over the entire range of broad- 
cast wave lengths—228-546 METERS 


Interchange- 
able with all 
Coil Mount- 
ings. 


Under the new assignments recently made by the U. S. Government, radio stations are now broadcasting 
on wave lengths ranging from 228 to 546 meters. It is, therefore, necessary that your receiving set operate 
efficiently over this entire range of wave lengths. For this purpose sets using Giblin-Remler coils are ideal. 
As shown in the table when using condensers of .001 microfarads capacity a single set of coils may be selected 
that will satisfactorily cover this entire range. 





















































8 car sees , om In addition to this novel fea- 
= m = é he . . ° « 
Oe pe oS) RlBe [eg |28h| 288 oF Pegs ture the Giblin-Remler coils, due 
5 H 45 g\2o §< | gop bes Fs Ses to their special winding, have 
2 Zz sv . . ir 
33 3 EE: i £3e ge O¢s a Pa; ES gas: maximum inductance and mini- 
o S oo Kee . ° f 
tat = = 5| $s pee Ee: Pees Prt mum distributed capacity for a 
= eo\= 4 : 
6 5 8 ea | 385 - ples ait =%O§ given number of turns. These two 
a. 5 e1gS8ioesi eeu : im in- 
5 be E/2ssies ah i ae a ae portant electrical features in 
=e sure maximum Selectivity and 
RG 20M1.50 RG 20U .70 .030 39 14.3 63 334 1.1 ; 
RG 25M 1:50 RG 25U {70 cou 47 15.2 75 369 Ls greatest signal strength under any 
35M 1. 70. ¥ . 
RG 50M 1.60 RG 50U :80 .169 114 21.6 185 785 88 4.4 given condition. 
RG 75M 1.65 RG 75U  .85 .377 163 19.8 266 1170 28.3 121 6.2 
RG 100M 1.70 RG 100U 90 .666 217 19.9 358 1550 80.3 26.8 12.6 The use of Giblin-Remler coils 
1000 2000 5000 10000 . : =~ 
RG 150M 1.75 RG 150U .95 1.503 281 14.8 512 2320 69.8 23.8 7.1 also insure greatest possible flexibil- 
RG 200M 1.80 RG 200U 1.00 2.68 374 14.7 690 3110 50.6 12.5 : . 
RG 250M 1.90 RG 2°0U 1.10 4.20 424 12.1 860 3880 87.5 19.9 ity. By merely changing one or more 
RG 300M 2.00 RG 300U 1.20 6.11 494 11.2 1030 4680 141 = - 29.3 13.8 , 
RG 400M 2.10 RG 400U 1.30 11.04 618 9.7 1380 6300 54.6 22.3 of the coils your set may be made to 
RG 500M 2.5 , i . Y \ : 
Saas seas 1608 Baas cover any desired range of wave 
RG 600M 2.40 RG 600U 1.60 29.2 1024 10.1 2260 10250 111 43.8 lengths. 
RG 750M 2.65 RG 750U 1.85 39.0 1249 11.3 2660 11850 64 
RG1000M 3.40 RG1000U 2.50 71.6 1620 10.3 3570 16000 123 ae ae 
RG1250M 3.80 RG1250U 2.90 108.0 1930 9.7 4380 19700 Write for Bulletin S giving com- 
RG1S500M 4.40 RG1500U 3.50 159.8 2300 9.3 5300 23800 plete information, table of constants 
These tests have been made by Robert F. Field of Cruft High Tension Electrical Labora- . ae she 
7 tory, Harvard University, Cambridge, Mass. and prices on Giblin Remler coils. 











REMLER RADIO MANUFACTURING COMPANY 


Factory and Home Office Eastern Sales Office 


248 First Street, San Francisco, Cal. 154 W. Lake Street, Chicago, IIl. 
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wire than the lower. This causes it 
to heat quicker and hotter for the 
very good reason that the waffle bat- 
ter when put into the iron strikes the 
lower grid first and begins to cook 
before the upper grid is closed upon 
it. Therefore, in order to have the 
waffle “done” on both sides at the 
same time and cooked evenly in the 
center, the upper element must be 
hotter than the lower. This is a very 
interesting feature but of very little 
value as a sales argument to use on 
the average non-technical customer. 
How many customers will follow you 
through such an argument? How 
many customers care how hot the 
grids get or whether the lower grid 
gets the heat before the upper ele- 
ment? 

When considering the purchase of 
a waffle iron, the customer is inter- 
ested in but these things: How will 
it look on the serving table? How 
can the waffle be taken out without 
burning the fingers? How fast will 
it make waffles? How long will it 
last? How much does it cost? 

And so with any other article. 

We cannot sell the customer the 
number of turns of wire used in a 
radio headset; the magnetic pull; 
diaphragm thickness; distance be- 
tween the diaphragm and magnets, 
or any of the other technical features. 
Comfort, adjustability and tone qual- 
ity are the features which the cus- 
tomer can actually observe to his own 
satisfaction with a reasonable amount 
of deviation from his ordinary pro- 
gress in life and therefore the things 
through which he can be sold with 
least resistance. 

Demonstrate the product in such 
a way that the layman can under- 
stand the logic of the sales plan and 
points. Talk in his language. Give 
the non-technical customer a sales 
talk and demonstration that will fit 
into his natural mode of living and 
in this way make the technical prod- 
uct as simple to him as a garden hose 
or an arm chair. 


The non-technical customers that 
buy the technical product are in 
many fields of endeavor the largest 
potential market. We cannot hope 
to change their way of thinking. An 
endless task lies before the salesman 
who tries to teach even the high spots 
of engineering. 

On the other hand, sales channels 
of least resistance lie open to the 
salesman who demonstrates his prod- 





uct in the simplest manner to the 
non-technical class who have their 
own way of thinking and will con- 
tinue to follow it. 


Directional Control 


Marconi is on the track of radio 
directional control. The inventor re- 
vealed recently that he hoped soon 
to perfect a device by which radio 
messages will be received only by 
the person for whom they are in- 
tended. Mr. Marconi explained that 
the greatest difficulty with regard to 
radio is the listening-in by strangers 
to private communications. Under 
the new method it would convert the 
radio to a sort of telephone as far 
as privacy is concerned. If the new 
device accomplishes its purpose, it 
will be possible to send radio mes- 
sages from one station to another 
across the Atlantic without anyone 
listening in. 





* * 


* 

Dead Spot Puzzles Scientists 

Government scientists are trying 
to determine the cause of “dead 
spots” between a number of cities in 
the United States which form an al- 
most impenetrable barrier to the di- 
rect exchange of -radio messages. ‘The 
most pronounced of these appears to 
be between Washington and Balti- 


more. ‘To get a message to this poini, 
less than 40 miles distant, Washing- 
ton senders are using Chicago and 
other comparatively remote cities as 
relay points. The pleasures of radio 
concerts are almost completely lost 
between the two cities. In the case 
between Washington and Baltimore, 
theories advanced in other quarters 
are that the dead spots may be caused 
by the electric railway line between 
the cities, by the numerous high- 
tension cables and conduits between 
them or by the topography of the 


country. 
e @&- @ 


Two Western Jobbers in Joint 
Convention 

The sales forces of the Capital 
Electric Co. of Salt Lake City and 
Butte Electric Supply Co. of Butte. 
Mont., met in a joint convention at 
the plant of the former concern on 
May 8 and 4. The meetings were 
featured by addresses on salesman- 
ship, territory reports and demon- 
stration of important lines of elec- 
trical merchandise. J. A. Kahn, 
president, and E. E. Brazier, sales 
manager of the Capital Electric Co., 
had the affair in charge. H. D. Ran- 
dall, representing the General Elec- 
tric Co., was one of the important 
guests. 








You are mistaken, these are not bank presidents or members of the Board of Trade 


but jobber salesmen. 


Left to right: J. B. Schiff, general manager of the city sales 


force; “Bill” Steinmetz, the champion ice skater; “Spike” Kelley, “Buddy” Moore, 


Ira Winter and “Bill” Iffland, salesmen. 
W. Lake street, Chicago. 


They all belong to Otto Reiman, Inc., 155 
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New Radio Products, Illustrated 
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CENERAL PORCELAIN CO 





The General Porcelain Co., Parkers- 
burgh, W. Va., announces a complete 
line of new code fuse blocks. The 
porcelain bases are of rigid design, the 
fuse clips are made of heavy, spring 
material, insuring good contact and the 
fuses are held securely in place by fuse 
stops. The 30 ampere sizes have a new 
feature in wire connections, insuring a 
positive lock for wires. 


(er were 





The Dictograph Products Corp., 220 
West 42nd street, New York City, has 
brought out a loud speaker mounted 
in a mahogany finished hardwood cabi- 
net. An adjusting dial in the front 
of the cabinet increases or decreases 
the air gap or distance between the 
pole shoes and the diaphragm. The 
horn is of spun copper finished in ma- 
hogany. The loud speaker is designed 
to operate on a vacuum tube set using 
two stages of amplification, but it is 
stated good results can be obtained 
from one stage of amplification, de- 
pendent upon the set used and the 
distance from the broadcasting station. 
Five feet, of flexible cord are provided. 




























The Betts & Betts Corp., 645 
West 48rd street, New York 
City, has developed a radio re- 
ceiving set for receiving con- 
certs and broadcasts at 350 to 
500 meters. The set consists of 
three units, the tuner in which 
all tuning is done with the tap- 
switch and two dials, the ampli- 
fier unit, and the loud speaker. 
This last embodies a supersen- 
sitive reproducer and special 
non-vibrating horn giving a 
clear, pure tone, free from dis- 
tortion or metallic twang. These 
three instruments are at their 
best when used together, and 
the manufacturer states that it 
is particularly efficient, with a 
degree of selectivity and vol- 
ume that is quite remarkable. 





A switch designed to solve one of the 
most vexing problems of the amateur 
and professional builders of radio re- 
ceiving sets is being featured by the 
Sterling Mfg. Co., 2858 Prospect ave- 
nue, Cleveland, Ohio. It eliminates un- 
sightly front-of-board contact points, 
providing a complete unit for rear of 
panel mounting, to which variocoupler 
taps may be easily soldered. It is held 
in place by two mounting screws, heads 
of which are neatly covered by the in- 
dicating dial. The knob and dial are 
mounted on an adjustable shaft. 





























Suitable for one or more 
stages of amplifying, the Del- 
felco “B” battery, type 1504, 
has been developed by the 
Delfelco Battery Corp., Paw- 
tucket, R. I. It is provided 
with five taps ranging from 
16.5 to 22.5 volts for detector 
voltage variation and a tap at 
45 volts for the amplifier tubes. 




















The 
Corp., 
N. Y., has developed an instrument 
for directly propagating sound waves in 
free air without the use of a megaphone, 


Pathe Phonograph & Radio 
80 Grand avenue, Brooklyn, 


horn or other amplifiers. There can be 
no prolonged sound after the original 
sound ceases, for there are no parts 
that can possibly vibrate. The only 
elements that can move are_ those 
whose actions are rigidly controlled by 
the impulses supplied to the loud 
speaker. The shallow ten-inch cone of 
parchment-like material, clamped in a 
vertical ring frame of highly finished 
cast aluminum, is the source of the 
sound waves. No horn is used to in- 
tensify the sound in one direction. 
The big diaphragm stands alone in its 
frame with only a slender 3%-in. rod 
extending from its apex to a small en- 
cased reproducing mechanism mounted 
directly in front of its concave side. 
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New Radio Products, Illustrated 








Designed especially for the protec- 
tion of radio equipment,*the “Blue 
Sentry” lightning arrester has_ been 
brought out by the High Tension Sup- 
lies Co., Wilmington, Del. The blue 
porcelain housing is 3 in. in diameter 
and absolutely weatherproof. Within 
the housing a “High-10-Shun” resistor 
is in. series with the air gap. The 
arrester is fitted with 6-in. leads of 
No. 6 stranded, weatherproof wire, as 
required by the Underwriters. There 
is no vacuum or fuse. Because of its 
smallness in size it can be installed 
outside and in the most convenient lo- 
cation. It can be suspended directly 
from the wires or it can be clamped 
to the building by an iron strap which 
























This new, two-element, 
vacuum tube is offered to the trade 
under the copyrighted name of “Diode,” 
and is manufactured by the Electrad 
Corp. of America, 37 Howard street, 
New York City. It compares in size 
with the index finger and will operate 
on two dry cells for a period of three to 
four months depending upon how much 
it is used. It is highly sensitive and 
guaranteed against howling or produc- 


dry-cell: 


The “Electrad Variohm” manu- 
factured by the Electrad Corp. of 
America, 37 Howard street, New York 
City, is a high-resistance unit adjust- 
able between the wide limits of 1/10 
to 5 megohms. Contact is produced by 
a second member which the slider 
causes to press down or lift up from 
the resistance element. Encased with 
the device is a mica condenser, The 
device is supplied with a bakelite case 
and measures 2}$ in. by yy in. The 
change in resistance is brought about 
gradually and smoothly, it is main- 
tained, and not abruptly. 






































is provided for that purpose. ing circuit noises, 





Built along sound en- 
gineering lines, this new 
designed by 
Remler Radio Mfg. Co., 
248 = First 
Francisco, Cal. embodies 
every feature necessary 
to obtain maximum in- 
ductance, minimum dis- 
tributed 
minimum high frequency 
resistance with a given 
length of wire and in a 
minimum of 


coil 


Every 


parallel to the circum- 
ference of the coil, giv- 
ing a shorter length of 
wire and less resistance. 


the 


street, San 


capacity and 





The General Porcelain Co., Parkers- 
burg, W. Va., has placed on the market 
a porcelain-base vacuum tube socket. 
The socket is adapted for mounting 
vertically or horizontally. All metal 
parts are of brass or bronze, nickel 
finish. The porcelain may be furnished 
in white or green finish. 


space. 


turn is wound 











F, A. D. Andrea, 1581 Jerome avenue, Long Island City, 
N. Y., has developed a radio receiving set employing the 
“neutrodyne” circuit with three stages of amplification in 
addition to the vacuum tube detector. The filament control 
of the detector is obtained by a vernier rheostat. Inductance 
units with variable air condensers mounted with them form 
efficient radio frequency transformers and give a receiver 
wave length of from 200 to 600 meters. Jacks are provided 
for phones and horn and binding posts for the connection 
of the loud speaker. The four vacuum tube sockets and the 
fixed mica condensers used in the circuit are mounted on a 
bakelite shelf, extending the length of the panel. 








In the design of the variometer (left), manufactured by 
the Eisemann Magneto Corp., Brooklyn, N. Y., features 
are embodied which are unique. The stator and rotor forms 
are moulded from first quality bakelite. These forms are 
light in weight, reducing to a minimum the usual losses en- 
countered when large dielectric masses are included. Re- 
sistance losses are extremely low owing to the large gauge 
wire used, which permits of sharper tuning. At variance 
with the majority of other makes now on the market, in the 
Eisemann variocoupler the primary winding is on the rotor 
and the secondary winding is on the stator. The primary 


tap switch for tuning the antenna circuit is made part of 
the rotor. 
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Magnavox 
Products 


HE salesman who 

knows the entire 
Radio field thoroughly 
and intelligently, is al- 
ways a strong “Mag- 
navox booster.” 


Magnavox is the 
most successful line 
for securing the deal- 
er’s opening order— 
and Magnavox pro- 
ducts stay sold. 


Build up a bigger vol- 
ume of business by seeing 
to it that your trade is al- 


_ways supplied with an ade- 


quate stock of Magnavox 
Reproducers and Power 
Amplifiers. 


For full information 
about our Sales Service for 
theretail Radio trade, write 
for copy of our publica- 
tion, The Magnavox. 


Magnavox R3 Reprodu- 
cer and 2 stage Power 
Amplifier (as illustrated) 


$90.00 


R2 Magnavox Reprodu- 
cer with 18-inch curvex 
horn: the utmost in am- 
plifying power; requires 
only .6 of an ampere for 
the field .. . . $60.00 


R3 Magnavox Reprodu- 
cer with 14-inch curvex 
horn: ideal for homes, 
offices, etc. . . . $35.00 


Model C Magnavox Pow- 
er Amplifier insures get- 
ting the largest possible 
power input for your 
Magnavox Reproducer. 


AC-2-C, 2-stage, $55.00 
AC-3-C, 3-stage, $75.00 











co Shese two devices have 


revolutionized ‘Radlio” 


The Magnavox Reproducer and 
the Magnavox Power Amplifier 





HE efficiency of Magnavox Radio apparatus 

is best realized by comparison with other 
instruments constructed on less modern scien- 
tific principles. 


Magnavox products can be had of good dealers 
everywhere. Send for copy of unusual booklet. 


The Magnavox Co., Oakland, California 
New York: 370 Seventh Avenue 


IAAGNAVOX 
Radio 
She Reoroducer Supreme 
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INSIDE COIL MOUNTINGS 





Type 3-A 
$5.00 


Patent Applied For. 
“Honeycomb Tuners” will soon mark the 
difference between the old style short wave 
variocoupler-variometer receiving set and 
the newer more efficient all wave instru- 
ment. The chief reason is because of the 
inevitable necessity of changing the wave 
lengths now used for broadcasting due 
to the ever increasing interference between 
stations. When this is done it will be 
impossible to hear much that is going 
on with the ordinary set having a wave 
length range of 250 to 500 meters, whereas 
with the “Honeycomb Tuner” it is simply 
necessary to “plug in” larger coils. 
Furthermore, “Honeycombs” have always 
found much favor with the amateurs and 
are considered the most efficient form of 
inductance. Closer tuning, greater selec- 
tivity, greater range, no dead end loss, 
and ease of operation are some of their 
outstanding qualifications. ey) 
The WIRELESS ELECTRIC Inside 
Mounting makes it possible to use 
“Honeycombs” to the greatest advantage. 
Mounting the coils inside the panel elimi- 
nates body effect without the necessity 
of shielding, besides adding considerably 
to the convenience and appearance of the 
set. A vernier adjustment is obtained by 
the slow moving cam, allowing positive 
and effective operation. The bearings are 
made adjustable so that any desired ten- 
sion on the dial may be obtained. A 
standard, three-inch, dial may be used. 
The type 2A mounting may be used as 
a single circuit tuner with “tickler” 
while the 3A provides a separate induc- 
tively coupled primary ‘coil making what 
is commonly called a three circuit tuner. 
These mountings are especially well 


adapted for use in. new circuits such as 
Flewelling, Super Regenerative, Neutrodyne, 
and others. 
Sold through Jobbers Only 
Send tor Circulars 


Wireless Electric Co. 


204 Stanwix St. 








Pittsburgh, Pa. 





| Patent Applied For. | 











Fundamental Principles of Radio 


Communication 
By C. M. JANSKY, Jr. 


Assistant Professor of Electrical Engineering, University of Minnesota. 


[To handle the sale of radio equipment necessitates an understanding of the 


practical applications of the theory on which it operates. 


With that pur- 


pose in view, THe Josser’s Satesman is publishing a series of articles by 
Professor Jansky, who is a recognized authority on the subject and who is 
again a member of the U. S. Radio Telephone Conference Board. He has 
prepared these articles in a semi-technical style, so they can be easily read 
and digested by anyone having a knowledge of the underlying principles 
of electricity. Below is the sixth article and last article of the series.] 


Regulation of Radio.—The great 
demand for radio station licenses for 
broadcasting and other purposes has 
severely taxed the regulatory powers 
of the United States Department of 
Commerce and has brought the prob- 
lem of priority of service in the use 
of the available wave bands rapidly 
to the front. In order to meet this 
situation the Secretary of Commerce 
called a Natjonal Radio Conference 
of 14 men in close touch with radio 
communication problems which met 
in February and April, 1922. -This 
conference made recommendations to 
the Secretary of Commerce as to fur- 
ture regulations and also drew up an 
amendment to the present law, which, 
when passed, will give the Secretary 
the necessary authority to control the 
situation. 

Congress closed its last session on 
March 4, 1928, without passing this 
desired legislation. In the meantime 
the broadcasting situation had _ be- 
come aggravated because of the very 
large number of stations engaged in 
broadcast service on substantially the 
same wave length, thus resulting 1m 
very annoying interference, especi- 
ally by stations near each other. In 
April of this year the Secretary of 
Commerce therefore called another 
radio conference to make further 
suggestions as to how the situation 
could be relieved. 

Among the findings of these con- 
ferences was the conclusion that, in 
view of the limited number of wave 
lengths available, it is obvious pref- 
erence should be given to those ser- 
vices which cannot be met otherwise. 


This applies to ships at sea and to 


aircraft. Here no other type of com- 
munication is available. Next in 
preference should come those services 
to which radio is peculiarly adapted. 
Because of the fact that messages 


sent from a particular transmitting 
station can be picked up simultane- 
ously by any number of receiving 
stations within the radius of that sta 
tion, radio is particularly adapted to 
one-way broadcast service. In view 
of this situation the present develop- 
ment of broadcasting was to be ex- 
pected, but could take place only 
after the people as a whole became 
aware of the possibilities. 


Should the demands for broadcast 
service become greater than can be 
supplied through the use of all avail- 
able wave bands, it would seem but 
logical that the broadcasting of in- 
formation of timely value and per- 
ishable nature should be given first 
consideration. Thus we see that the 
United States Department of Agri- 
culture and many state departments 
have become interested in the dis- 
semination of crop, market and 
weather information and other news 
to people and organizations which 
ordinarily would not receive this in- 
formation until too late to be of 
value. The United States Govern- 
ment is at present broadcasting crop, 
market and weather information by 
radio telegraph at various periods 
throughout the day from high-pow- 
ered stations located at Arlington, 
Va.; Great Lakes, Ill.; Omaha, 
Neb.; North Platte, Wyo., and Elko, 
Nevada. Wave lengths from 2500 to 
6000 meters are used and the reliable 
range of these stations is from 250 to 
500 miles. In addition reports are 
being broadcasted by radiophone 
from a number of state and privately 
owned radiophone stations so that 
they can be picked up by anyone 
possessing the necessary receiving 
apparatus within range. Those de- 
siring further information concern- 
ing agricultural broadcasts should 
write to the United States Bureau of 
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PERFECT 

FILAMENT 
CONTROL 
FOR 












Universal \ 


Bradleyoint \s 


With 4 Terminals 


"| Aberplexing Problem Solved ! 


OOD News for Radio Dealers—The new universal Bradleystat with three 
terminals gives perfect filament control for any tube on the market by a simple 
change of Bradleystat connections. Sell the new universal Bradleystat and avoid a 
big investment in a lot of miscellaneous rheostats which move slowly and get out-of- 
date. The new universal Bradleystat is good for any tube — any time — anywhere. 
It is backed by a nationwide advertising campaign and covered by an ironclad guar- 
antee that has sold hundreds of thousands of Bradleystats during the past year. 














Get in line for extra rheostat profits by supplying the demand for the 
universal Bradleystat created by the new radio tubes. The old wire 
rheostats are not adequate and each new tube calls for a new rheostat. 
The universal Bradleystat fits them all. It is the best radio merchandis- 
ing proposition in the field today! 

Act now for immediate radio business by ake Fog coupon and getting full infor- 


mation about the universal Bradleystat. Don’t Thousands of Bradleystats are 
being sold every day. Get your share of this dechemn MAIL THE COUPON! 


BSR SEESERERER EER ER RT RESP BREE eee eee eee eS 
ALLEN-BRADLEY CO. - 492 Clinton Street - MILWAUKEE, WIS. 


We appreciate the sales possibilities of merchandising the universal Bradleystat for all radio tubes. The smaller investment, 
the quicker turn-over and the greater profit are very evident. Please send us immediately, full information about the 
Universal Bradleystat. 
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“4LWAYS ON GUARD” 


“BLUE SENTRY” 
Radio 
Lightning Arrester 


The real lightning arrester designed es- 
pecially for radio—backed by twenty-five 
years of actual experience. 

Attractively boxed and equipped with 
clamp which fastens to any surface. 
Good Discounts. Write for fuil infor- 
mation. 


HIGH TENSION SUPPLIES COMPANY 
WILMINGTON, DEL. 


REPRESENTATIVES: 
Central States Engineering Co., K. S. Byrd Co., 
S. Clinton Street 221 N. Eleventh St. 
Chicago, Ill. Philadelphia, Pa. 







































Here’s a Pair of Winners 





The Wimco Condenser 


The Carco Coupler 

Made to meet a demand for quality Just the thing for the popular re- 
—highest efficiency, 3 plate, 23 ceiving set. Bakelite tube and 
plate and 43 plate sizes. rotor. Silk covered wire, perfect 
contacts. 


We invite Dealer and Jobber Inquiries. 
Send for literature and prices on Wimco socket for W D 11 tubes. 


The Wireless Mfg. Co., Canton, O. 


Manufacturers—Distributors 




















Markets and Crop Estimates, Depart- 
ment of Agriculture, Washington, 
D. C. 

Although the use of radio for eco- 
nomic broadcasts where the informa- 
tion is of a perishable nature is in its 
infancy and has been somewhat over- 
shadowed by the great interest in the 
broadcasting of music and entertain- 
ment, the use of radio communica- 
tion for this purpose promises to be 
of great and permanent value. At 
the same time, the dissemination of 
music, entertainment, lectures, etc., 
to those who because of their loca- 
tion or otherwise are ordinarily de- 
nied the privilege of enjoying such 
activities is of great importance and 
will not die out. 

As has been pointed out previ- 
ously, radio communication is partic- 
ularly adapted to broadcast services. 
The use of wires to connect a large 
number of people scattered over a 
wide area with a central point for 
the purpose of giving them informa- 
tion simultaneously is, in general, 
uneconomic and the cost would be 
prohibitive. Such a service tan be 
better supplied by a radio broadcast- 
ing station. On the other hand, the 
use of one of the available wave 
bands to broadcast a message in all 
directions where it is desired to reach 
only one point is an uneconomic use 
of the available wave bands unless 
that communication cannot be main- 
tained otherwise, as is the case with 
ships at sea. Such point-to-point com- 
munication over land can better be 
done by wire, either telephone or 
telegraph. 

Most of the radiophone broadcast- 
ing stations are operated by concerns 
who are willing to undergo the ne- | 
cessary trouble and expense for the 
sake of the publicity and good will 
which accrues to them as a result. 
As there is serious doubt of the con- 
tinued value of such activity on the 
part of a private organization in the 
future, the question arises as to 
where the future financial support of 
stations engaged in broadcasting will 
come. This question is all the more 
rapidly coming to the front because 
of the tendency on the part of high- 
class entertainment talent to refuse 
to broadcast without pay and it must 
be settled before broadcasting can 
develop to its greatest possibilities. 

At the second National Radio Con- 
ference held recently in Washington, 
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certain bands of wave lengths re- 
served for Government or other spe- 
cial services were re-assigned for gen- 
eral broadcasting. For this latter 
service there have now been set aside 
for the larger stations 34 distinct 
wave lengths in about as many cities 
and some 20 wave lengths are being 
reserved for similar stations to be 
assigned in the future; all these lie 
between 288 and 536 meters. For the 
smaller stations a total of 30 wave 
lengths between 222 and 286 meters 
have been assigned. Effective May 
15 the broadcasting stations have 
been reclassified and reassigned def- 
inite wave lengths, although they 
may retain the privilege of remain- 
ing at the former 360-meter wave 
length. This re-allocation of wave 


lengths has greatly diminished sta- | 








tion interference and permits receiv- | 


ing stations with proper tuning facil- | 


ities to select with more discrimina- 
tion the broadcasts they wish to hear. 
It has given a new impetus to broad- 


casting, but has not relieved the | 


other problems previously alluded to. 
* * * 


Dangers of Amplification | 


By DOUGLAS A. GRAHAM 
F THE radio industry is to become 
stablized it is all important that 
those interested shall recognize that 


in many cases radio reception is not | 
altogether satisfactory. Until this is | 


done, little progress will be made in 
determining and correcting the under- 
lying causes of this condition. There 


are many minor factors which affect | 
the quality of radio reception and | 
these have been much discussed and | 
are being gradually eliminated. How- | 
ever, there is one aspect of this prob- | 


lem which perhaps has not received 
sufficient attention but which is quite 
fundamental in its nature. Even in 
the short time that radio has been 
in use by the general public, certain 
more or less fixed standards have be- 
come evident. Among these stand- 
ards is the two-stage audio amplifier, 
and it would seem that all amateurs 
aspire to adding amplification to their 
tuning sets. In this condition there 
lies a serious danger, as the writer 
firmly believes that the general use of 
amplification has done more to give 
a black eye to the quality of radio 
reception than any other one influ- 
ence, 

The humorist, Stephen Leacock, 











DICTOGRAND 


RADIO LOUD SPEAKER 
DESIGNED FOR HOT WEATHER USE 


$ 50 Dictogrand Radio Loud 
28 Speakers are produced by 

people who have been man- 
MAHOGANY FINISH ufacturing acoustical in- 
struments of all kinds for 
the past 20 years. These 
years of experience are back 
of our guarantee on Dicto- 
grand Radio Loud Speakers 
and Dictograph Radio 
Headsets. 





Push these products start- 
ing NOW. Our extensive 
advertising in numerous 
dealer and consumer papers 
all through the Summer as- 
sures you of rapid stock 
movements. Each of your 





Phantom View Showing the 





New Adjustable Air Gap dealers should have at least 
Consists of an adjusting dial one—and possibly two— 
mounted in front of the cabinet, j 2 i ; 
by means of which the distance DICTOGRAND Radio 7 
between the magnetic poles and Loud Speakers so that he Type R-1, 3,000 
the diaphragm may be _ in- ’ : as ohms, for use on 
creased or decreased, thus per- can realize on the ever- all styles of 
mitting tuning up in complete present market for the latest crystal and va- 
harmony under all varying con- . . . cuum tube re- 
ditions. improvements in radio. ceiving sets. 


DICTOGRAPH PRODUCTS CoO. 


MANUFACTURERS OF 
RADIO-INTERCOMMUNICATING PHONES—ACOUSTICAL INSTRUMENTS 


220 WEST 42nd STREET NEW YORK CITY 





















The New “United” 
Vernier Dial Assemble cose: ane 
for Radio Plate 


Condensers Has 


Scored a Big Hit 


Retail Price $2.50 








Nothing we ever advertised has brought us such prompt and 
generous response. Inquiries and orders are pouring in from 
every corner of the globe, both for the vernier attachment 
itself and for “United” Condensers with the new vernier. 
Every advertisement we place in consumer publications 
contains the following paragraph: 
All United Products are sold under a positive money-back 
guarantee. When you remit or write us for circular give 
us the name and address of your favor- 
ite Radio dealer. 
Dealers thus favored are given full 
credit for all mail orders received and 
checks sent the same day. 
Twice as fine adjustment possible as with any 
three plate vernier on the market. 


Also get list and discounts on United Condensers 
with the new vernier and be sure you carry astock 
of our United Amplifying Audio Transformers. 


UNITED MFG. AND 
DISTRIBUTING CO. 
536 Lake Shore Drive, CHICAGO 
NEW YORK OFFICE, 50 Church St., New York, N.Y. 


SAN FRANCISCO OFFICE, 709 Mission St., 
San Francisco, Calif. 
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“ALL-AMERICAN” 
AMPLIFYING TRANSFORMERS 


(Radio and Audio 
Frequency) 


Again PROVE 
THEIR SUPE- 
RIORITY in 
“NEUTRODYNE” 
and “REFLEX” 


circuits. 


Get your share of 
the record breaking 
summer demand for 


‘‘ALL AMERICAN” 


R-10—Radio Frequency (150-550 meters) 

R-12—Audio Frequency (Ratio 3 to !) - 
R-13—Audio Frequency (Ratio 10 to {) - - 
R-2i—Audio Frequency (Ratio 5 to 1) - - 





Our national ad- 
vertising ho 
showing the pub 

lic how “All- 
American” 

Transformers de- 
velop the highest 
efficiency in 


Circuits. 

“All - Amer- 
ican’ Dealers 
make money oat 
WE HELP 
Send for litera- 


ture and dis- 
counts. 


Rav LAND MrG.Co 


200 No. ae St, Chicago, IIL 











BROCKWAY 


CONDENSER 


The Brockway Variable Conden- 
ser is a better condenser in every 
respect. 

The Brockway is ideal for the com- 
pact, portable set. 

It is easiest to adjust and occupies 
no space behind the panel. It has 
a low resistance. 

Here is a condenser that sells 
through the summer months. 

Write for jobber proposition. 


BROCKWAY LABORATORIES 
COMPANY 
Toledo Ohio 





has defined an orchestra as an in- 
vention by which a number of people, 
who cannot play instruments alone, 
may do so together—the resulting 
effect causing a less severe strain on 
the listeners. Radio amplification to 
the average audience seems to have 
been invented for somewhat similar 
reasons—it makes possible an output 
of noise and semi-audible speech 
which would be entirely unintelligible 
without its use. In the case of the 
orchestra the combined tone cannot 
be any better than the tone of each 
instrument, but the combined result 
produces an unfavorable impression 
over a wider area than one unskilled 
individual would do without the aid of 
his fellow conspirators. For the same 
reason the blatant and distorted 
sounds produced by poor signals, 
amplified, create much more unfavor- 
able public impression than would 
similar signals from the detector tube 
which would largely pass unnoticed. 


There has been much criticism of 
the methods of automobile dealers 
because they seem only interested in 
making the delivery of the car and 
thereupon leave it and its owner to 
fate. Perhaps the new owner gets 
satisfactory results by accident, but it 
is very likely that his results will be 
unsatisfactory and that he will be- 
come a poor advertisement for the 
car. There is an increasing feeling 
that it is of vital importance for the 
automobile salesman to retain his re- 
sponsibility until the owner is fairly 
well instructed in the operation and 
maintenance of his car, as only by 
se doing can the reputation and real 
merits of the car be maintained be- 
fore the public. 

Perhaps the radio industry can 
take this same criticism to itself and 
profit by the longer experience of the 
automobile industry. How many 
times does a radio dealer really inter- 
est himself in teaching his customers 
how to operate their instruments? 
We believe that in general the radio 
buyer is turned loose on his own re- 
sources, and, in view of the somewhat 
complicated nature of radio appa- 
ratus, is it surprising that the results 
obtained are not altogether satisfac- 
tory? With the automobile novice, 
poor operation of his engine encour- 
ages him to turn on more gas with 
consequent unsatisfactory results. 
With the radio novice, lack of knowl- 
edge of proper tuning encourages him. 





No. 1906 


HECO HANGER 


Jobbers yee Making 
Big Profits Selling 


HECO BAR HANGERS 


You, too, can easily cash in on this 
hanger. It replaces from 2 to 3 items 
in your stock room. Conserves space 
and saves your time and the contrac- 
tor'’s time as well. 


Comes complete with box and stud as- 
sembled ready to nail in place. Adjust- 
able to full length of the bar. Easy 


and simple to adjust. 


For 
this 


A time saver and business builder. 
your business’ sake investigate 
hanger. It’s new and different. 


Attractive Jobber Proposition 
Write for Details and Prices 


Hanger Electric Mfg. Co. 
105 S. Dearborn St. 
Chicago, Ill. 





B. X. 
B. X. L. 


We have purchased 
stock from the United =. te 
and are herewith offering you the fol. 
lowing items from 20% to 45% below 
asi A NE age aM 
No. 14, B. & S. 
Cai le, 2 een: List $164, noe 8% a 


the amount 
order. 

a Subject to Change Without 
All Goods Subject to Prior . 
For additional _ tion ae ees > 

ite to 


LOUIS MODEL Co. 


233 Friend St. BOSTON, MASS. 
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Dubilier Reports European 
’ Developments 


William Dubilier, president of the 
Dubilier “Condenser and Radio Cor- 
poration, New York, N. Y., returned 
recently from Europe with news of 
some very interesting new radio de- 
velopments. Among them is a radio 





William Dubilier, President Dubilier 
Condenser and Radio Corporation 


control system for trains developed 
by the Germans and installed on lo 
comotives, which gives a signal to 
the engineer and which will greatly 
minimize collisions. 

A new means has been devised for 
generating high frequency oscilla- 
tions which is so much cheaper and 
easier to build and maintain than 
tubes, for high power, that it is said 
it can be used fer power up to 25,000 
kilowatts. Developments have also 
been going on in the directions of 
splitting oils, making insulation and 
obtaining nitrogen from the air by 
electrical process. 

Many large plants are now con- 
templated, one of which is to be in- 
stalled in Egypt, and condensers are 
being designed for these installations 
which are almost as large as a dwell- 
ing house and which will cost about 
$100,000 apiece. 

This new application of high fre- 
quency apparatus will greatly help 
the developments in radio communi- 
cation so that we may expect, in the 
very near future, to see radio tele- 
phone stations of enormous powers 
built at small costs throughout the 
world. 


Power Staggered Wave Length 
Plan Recommended 


A most concrete step to eliminate 
interference between broadcasting 
stations was taken when the power 
staggered wavelength broadcasting 
plan was presented by the National 
Radio Chamber of Commerce to the 
Hoover conference meeting in Wash- 
ington, the last week in March, to 
solve broadcasting difficulties. 

Briefly, the plan contemplates the 
use of three major bands of wave- 
lengths. Broadcasting would be div- 
ided into three majn divisions accord- 
ing to the type of program furnished. 
Programs covering lectures, talks, 
reports, etc. would be broadcasted on 
a particular wave length band. Class- 
ical musical programs would be 
broadcasted on another wave length 
band, while popular musical pro- 
grams would be confined to still an- 


other wave length. 


In addition to this assignment of 
wave length bands, the country would 
be divided into broadcasting districts. 
Broadcasting stations would operate 
simultaneously on the three major 
wave length bands above mentioned. 
The plan has been so worked out that 
there is ample variation in wave- 
lengths and no two broadcasters will 
interfere with each other. In fact, 
three broadcasters may operate simul- 
taneously in one district without in- 
terference, as well as several other 
broadcasters, in accordance with the 
time schedule arrangements. The idea 
back of the whole plan is to give the 
public what they want when they 
want it. The receiving sets are tuned 
to the program desired. 

The power plan as recommended 
by the National Radio Chamber of 
Commerce was originated by Harold 
J. Power, of Medford Hillside, Mass. 


=—o-S.. « 


Leviathan to Have Biggest 
Radio 

The radio installation aboard the 
“Leviathan” which re-enters’ the 
trans-Atlantic service some time in 
June flying the U. S. Lines flag will 
probably be the most powerful and 
elaborate steamship radio equipment 
in the world. The contract to equip 
the “Leviathan” with a super-power 
marine radio installation has just 
been signed with the U. S. Shipping 
Board by the Radio Corporation of 
America and work is now in prog- 
ress. 

In addition to telegraph service, 
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Frost-Fones are famous among 


i} tone. Popularly priced. 





ef hundreds of thousands of users || I 
ti for their clear, sweet, natural '% |\f) 





SK the same question 
all over America: 
“Which is the most 

popular radio headset?” 
The answer will be every- 
where the same: FROST 
FONES. 


There is an inbuilt quality which 
has made this tremendous popu- 
larity possible. Precision meth- 
ods of manufacture insure the 
satisfaction given by every pair. 
Rigid inspection keeps the qual- 
ity up. And quantity production 
on a vast scale enables Frost- 
Fones to be sold at popular 
prices which bring buyers to 
your store. 


If you do not now stock Frost- 
Fones and Frost-Radio, get in 
touch with your jobber today and 
arrange to do so. 


‘*The precision-built fone 
with the human tone’”’ 


—— SEE] 
eS te Oe FE le OE foe FI ER AN 
— ee Se Odie Pee es 2 2 2 — 2) 


HERBERT H. FROST 
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Attention— 


Wavette Electric Curling 
Iron, with its highly polished 
nickel finish and_ general 
appearance of value, -in its 
attractive carton, almost in- 
stantly win her attention. 


Interest — 


Attention becomes interest when 
she notes the price—$3.00—and 
interest develops desire-to-own 
the moment she notes the fea- 
tures peculiar only to Wavette at 
the price—which means— 


The Sale— 


No other elec- 
tric curling 
iron at or near 
the price can 
be disconnect- 
ed at the han- 
dle — Wavette 
has removable 
plug in handle, 
with wire 
guard around 
the flexible 
eee cord. The 

fs-inch rod... .$2.75 heating ele- 
ment is guaranteed. From ebon- 
ized handle to removable clamp 
Wavette and Wavette Jr. cannot 
be duplicated at twice the price. 


Wavette is 

the fastest 

selling elec- 

tric appli- 

ance ever made!! 
Wavette with %-inch 
ro 00 


2 et yg a agg gO IE, ram ge 
The FRANK EWOLCOTI MFG.CO. 


Hartford, Conn. 


Pacific Coast agents, Western Agencies, Inc., 
San Francisco, Cali 
Southwestern States, The Folsom Co., 
allas, Texas. 
Southern States, The Robertson Sales Co., 
Birmingham, Ala. 





a radio telephone installation, which 
will provide voice contact with other 
vessels and shore stations, is also to 
be installed. While it is not expected 
that a commercial télephone service 
will be inaugurated immediately upon 
the ‘‘Leviathan” going into commis- 
sion it is quite probable that shore 
stations will, in the no distant future, 
be erected to handle wireless tele- 
phone traffic from ships in mid-ocean 
to points inland over the conventional 
land line system. When such arrange- 
ments have been made, passengers 
and officers on vessels at sea may es- 
tablish contact with those on shore 
at their homes or offices and speak 
with them with the same facility and 
ease that accompanies an ordinary 
telephone conversation. 


* * * 


World Wide Radio Coming 
Soon 

Charles P. Steinmetz, in a recent 
interview, said that he believed that 
radiophone talks and concerts will be 
sent completely around the world 
from some central broadcasting sta- 
tion in the very near future. Further- 
more, there is no reason why radio 
communication cannot be made almost 
as fool proof as the land-line tele- 
phone of today. 











William Carter, purchasing agent of the 
B-R Electric Co., Kansas City, forced to 
face the camera alone when the rest of 
the group were detained. “Who wants 
to see a P. A.’s picture?” asked Bill. 
“Well, I’ll fool ’°em—lI’ll stand like a sales- 
man.” 


Sterling 


Pocket Meters 


























Pocket Voltammeters 











There’s 

Always 

An Opportunity 

To Talk ‘“‘Meters”’ 

— if they’re 
Sterling— 


The satisfaction that goes with the 
opportunity to do a definite amount of 
business per day accompanies the sale 
of Sterling Pocket Meters. The trade 
knows Sterling—has known it through- 
out the last seventeen years’ experience 
in which these high quality, accurate 
and reliable instruments have been on 
the market. Prices are reasonable. 
Profits are liberal. The demand is 
permanent. 


THE STERLING MANUFACTURING 
COMPANY 


2849 Prospect Ave., Cleveland, Ohio. 


Manufagturers of 
Automotive Electrical and 
Radio Equipment. 
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QUESTIONNAIRE 


To Jobbers’ Salesmen 
1. QUESTION: ‘‘What was the total of your sales for 


last month? 


2. QUESTION: “If you could have added to that 
total $2,500.00 worth of electrical 
appliance business would the profits 
of your company and your own 
earnings have been increased ? 


3. QUESTION: “How many units are represented in 
$2,500.00 worth of appliances? 


Answer: ‘Approximately thirty. 
4. QUESTION: ‘How is that answer arrived at? 


Answer: ‘Thirty units means an average of 
twelve ROTAREX Electric Clothes 
Washers, six ROTAREX Home 


Double Roll Ironers and sixteen 


APEX Electric Suction Cleaners. 
































QUESTION: ‘In your daily work do you limit yourself to calling upon electrical dealers only? 


6. QUESTION: “Do you know that among jobbers’ salesmen those who book the largest and most 
profitable business call upon and sell the best retail merchants in each town and city? 


Write us for full details of the Apex-Rotarex Guaranteed 
Sales Plan and how you and your firm can “cash in’’ on it. 


THE APEX ELECTRICAL DISTRIBUTING COMPANY 
1061 East 152nd Street CLEVELAND, OHIO 
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Sell the Plug that Suits the Need 


a i 




















BENJAMIN 





La 





a~ 











An especially fast-selling member 
. a of the Benjamin family of Two-Way 
ee Z Plugs. 


\ » 3 The Duolet, Cat. No. 122, is the 

smallest and lightest two-way. Made 

of molded composition, with brass 

DUOLET trim. Exceptionally good looking. 

( eT Practically indestructible. Takes 
shade holder. Especially adapted for 
side-wall brackets, to convert the 
standard single-socket into a two- 
outlet convenience. 




















Ten of these Duolets, mounted ona 
beautiful, colored dispenser-display 
stand, turn quickly into profit for you. 


Write at once for our money-making mer- 
chandising plan. Address nearest office 


BENJAMIN ELECTRIC MFG. CO. 
847 W. Jackson Blvd., Chicago 


247 W. 17th Street 580 Howard Street 
New York San Francisco 
Toronto and London 













ii 





The Duolet Dispenser-Display 


A Plural Plug 
~ Every 


urpose 

















Stock the complete line of Benjamin Two-Way Plugs 
and sell your customer the device that best suits his 
particular need. Assort and combine your purchases to 
secure maximum discounts and raise the profits on 
every sale. Address nearest office for full information. 
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The new catalog / 


Ts new Ccatalog’of the Arrow 
Complete Line of Wiring 
Devices is so simple, and so effi- 
cient for quick reference, that you 
will want it at your elbow. It is 
indexed and cross-indexed so 
that every item can be located 
instantly. 


New devices are there, and 
among them are the com- 
plete line of Arrow Shallow Wir- 
ing Devices for installation in 


confined space. You can stand- 
ardize on Arrow. You can tie 
to it with confidence. In every 
Arrow device is embodied in- 
tegrity, reliability and a service 
that really serves the trade. 


If you have not received a 
copy of this catalog, ask your 
dealer or mail the coupon to us. 
It’s the Jast word in Wiring De- 
vices. You will benefit by its 
completeness. 


THE ARROW ELECTRIC CoO. 
Hartford, Conn. 











The complete line of Wiring Devices 





The coupon you are to mail 


ARROW ELECTRIC CO. 
Hartford, Conn. 


Devices. 


—_—— ae 


Please send your New 1923 Catalog 
of the Arrow Complete Line of Wiring 
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Mere Detail 
for 
The Better 


Contractor 


The Better Contractor pays attention to 
mere details, knowing that wherever 
the owner may turn he will find evidence 
of thoughtful selection of Electrical Mate- 
rial by the contractor. 
This far-sightedness of the Contractor 
may escape notice for years, yet, as the 
newness wears off and value shows 
through, permanence and _ durability 
mark his material and his work. 

en the owner has opportunity to 
recommend the Better Contractor— 
competition fades and profits increase. 


P&S Porcelain 
The Better Contractor, instinctively 
selects durable materials and confirms 
our choice of Porcelain for Convenience 
Receptacles. Porcelain issolid and firm; 
the slots are always clean and the glazed 
surface will not scratch, mar or crumble. 


A Mere Detail 
A mere detail, perhaps, is the unique 
desi of the T-SLOT feature. e 
blades readily find the deep smooth 
channel between the T-SLOTS and slip 
into place instantly. 


In the Better Homes 

The natural longing for better homes 
finds echo in the selection of durable 
material—not for today—but for the 
future. 

We are confident of your favorable 
decision to employ P & S Convenience 
Receptaclesin your work. 


T a blades readily find 
the deep smooth channel 
and slip into place omnes | 


Ask the Better Jobbers 


PASS & SEYMOUR, Inc., SOLVAY, N.Y. 
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White Frosting Solution 


Produces a smooth white frosted 
surface on any clear electric lamp 
by dipping the lamp in the solution 
and washing in water. Five or more 
lamps can be frosted in five min- 
utes, at a cost of a fraction of a 
cent each. Etch-O-Lite is clean, 
rapid and economical. Safe to use 
—no harmful or acid effect on hands 
or clothing. 


Guaranteed 
Permanent - Heat Proof 





Distributors of Factory Output: 
UNION ELECTRIC COMPANY 
Pittsburgh, Pa. 


Canada: Northern Electric Company. 























: 72) - 
Designed by  Azchaect, Engineers 

Sell the Standard Royal Blue Porce- 
lain Clad Transformers to your trade. 
The original porcelain clad line. They 
make satisfied customers. 


Do not hesitate to recommend Standard 
audio-frequency shield amplifiers. They 
operate radio receiving sets without 
distortion. 


Write for complete data. 


The Shandon, 


Transformer Company 


Successor to Miniature Division, 
Packard Electric Co. 


WARREN, OHIO, U. S. A. 


Le 

















‘your eyes, clench your teeth and pad- 


| exactly how to go about helping your 
dealers to make better store displays, | 


| sockets, and scores of others. 





To Move Merchandise ; 
Move the Merchant 


(Continued from Page 14) 
chandising activity we must list store 
display; that is, the arrangement of 
stocks and signs whereby those who 
enter the store are interested in or 
actually sold; on items which they 
hadn’t previously thought of. 

‘This is a bit bigger problem than 
window display, but still fairly easy. 

The way to learn about it is to go 
where store display is utilized as a 
definite salesmaker. For example, 
visit the Piggly-Wiggly, the 5-and-10, 
the chain drug store. In the Piggly- 
Wiggly, display does the whole job 
of selling. In the 5-and-10 it does 
90 per cent of the selling. In 
the chain drug store, it sells an extra 
item to every customer that enters. 

Store display puts the goods up in 
front of the customer in such fashion 
that every latent buying instinct is 
aroused. The goods just sit up and 
beg to be bought. You have to shut 


lock your pockets to keep yourself 
from exchanging your hard-earned 
rubles for something you had no in- 
tention of purchasing. You know it. 

We can’t in this short space, tell 






Substantial in 





but we can give this hint: 


In your catalog and dope book are | 


a dozen or two items which may be 
had in assortments suitable for dis- 
play sale. There are wiring devices, 
auto lamps, flashlights, flat irons, twin 
Make 
it a practice to sell these assortments ; 
get the counter displays up where they 
will have a chance to work effectively 
for the dealer, and in the course of 
of a few trips you will find your trade 
acquiring the knack of displaying 
goods for actual sales instead of just 
having them in stock. 

And here’s another: 

A lot of lines—some that you 
wouldn’t expect—are now packed in 
mighty attractive shelf cartons de- 
signed to stimulate sales. Pick such 
lines out and push ’em. See that they 
get the shelf display that they deserve. 
Put the Piggly-Wiggly idea to work. 
Because it does work, if the dealer 
will give it a Chinaman’s chance. 

The last element of successful mer- 
chandising is salesmanship. 

Salesmanship is applied tact. Web- 
ster says that tact is “the ability to 


BIiyT). 
a, A AL ed “ 
| REG.U.S. PAT. OFF | 





New Single HEAT IRON 







An extremely 
practical iron 
with mica and 
nichrome unit. 


construction — At its 
beautiful in de- price, it sells 
sign. without effort. 





Duplex Kitchenette &Toaster 


lated with pat- 
wo heat regula- 
Cooks and toasts at the same 
Nickel plated. Complete with 
and Fitzall Plug. No. $8 50 


List price 

Stove and Toaster 
No. 
List 


104. 
price... $5.75 


Aluminum Cook- 


x: $1.50 


With this com- 
bination you 
can grill, boil, 
fry and toast. 
Two operations 
at the same 
time. 


Upright 
Toaster 


Has fibre feet and 
handles, and self- 
adjusting side 
bracket. Nickel 
lated. No. 450. 


ist $4.50 


price...... 


Size 7x14 in. nickel 
ented cleaning discs. 
tion. 
time. 
cord 
209. 














Three Heat Iron 


Complete 
with cord and Fitzall Plug. $6.50 


High, low and medium heats. 
No. 324. 
Redtop Tops Them All! 


Redtop appliances are tested and ap- 
proved by Good Housekeeping, New 
York Tribune and other testing lab- 
oratories. 


f= See 


Send for catalogue and trade prices. 


ELECTRIC CO., INC. 
8 West 19th St. New York 














deal with others without giving of- 





low 
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There is Profit for Dealers 
in Northwind Fans. 


TELL ’EM WHY! 


DEPENDABLE-made for 
7 years and guaran- 
teed. We are back 
of them with a liber- 
al policy-so are our 
jobbers. 


HIGHLY SALABLE- 
Prices right, at- 
tractive in appear- 
ance, complete with 
switch, plug andcord. 


PROMPT DELIVERIES 
assured, big stocks 
at;St. Louis, New 
York, and with a 
hundred jobbers. 


LIBERAL DISCOUNTS to 
dealers on dozen 
lots or more. Sales 
Helps if wanted. 


The Emerson Electric 
Mfg. Company 
St. Louis - New York 





| fense.” It doesn’t mean being mealy- 
mouthed. It means refraining from 
bashing Mr. Poorfish on the bean with 
an offensive wisecrack. That ought 
to be easy but seemingly isn’t—judg- 
ing by the few who can accomplish it. 

As a salesman, you ought to be able 
to teach your dealers some rudiments 
of the art by which you earn your 
dough. Here, again we may repeat 
that there is nothing to be so deeply 
mysterious about. Because you're 
already an expert on salesmanship is 
no reason why you should try to kid 
anybody about it. You know it’s a 





cinch. You know how it’s done. Tell 
‘em—tell ’em. And keep on tellin’ 
‘em. For remember this: your trade 


isn’t going to buy any more goods 
from you than they are able to sell. 

There you are!—a merchandising 
expert. 

Window display, store display and 
salesmanship—those three activities 
mixed with brains and seasoned with 
experience will make a successful mer- 
chant out of the deadest dealer that 
ever dodged a morgue. 

It is your job, as a jobber’s sales- 
man, to -see those three activities 
started and kept going in the stores 
of every dealer you visit. 








| Pretty classy how some of these jobbers 
salesmen travel around. Of these two 
John “D’s” the one on the left, in the 
light suit, is J. A. Daniels and the other, 
with the big smile, is Paul K. Craig. It 
| sure is a tough life having to travel 
around in a 1928 “Hardly Able.” Oh yes, 
we forgot to mention that there’s a 
chauffeur goes with this car. The two are 
on the sales force of the Union Electric 











Supply Co., Providence, R. I. 


















Flood-O-Lite, Jr. 


FormC 


A special reflector, which you will notice 
is used with Flood-O-Lite, Junior, Form 
C, produces a very concentrated spot of 
light in a display window. 


Electrical dealers can make good profits 
by stocking a few of these Flood-O- 
Lite, Jrs., and demonstrating them to 
merchants in their vicinity. 


By using Flood-O-Lite, Jr., Form I, 
which is equipped with a different form 
of reflector, a big spread of light is ob- 
tained for general interior flood lighting. 


Tell your dealers about both forms of 
Flood-O-Lite, Juniors, because they can 
sell a lot of them. Just drop a line to 
your salesmen, today, and ask them to 
boost Flood-O-Lite, Jr. Drop us a line 
asking for full information and _liter- 
ature. 


Reflector & Illuminating Co. 
575 W. Washington St., Chicago 





Here Flood-O-Lite, Jr., Form C, is shown with 
the Color-Lite attachment for producing a colored 
spot light, 
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WHEREVER 


there is a show 
window or— 

an electric sign 
to be illumimated 
—if a storage 
battery is to be 
recharged, 

when street lights 
or a burglar alarm 
system is to be 
controlled 











SELL 
YOUR CUSTOMER 


HARTFORD 





TIME 
SWITCH 


You can give him a 
Hartford 

in just the right type 
and capacity which 
will be the best 
automatic time switch 
he can possibly get 
for his purpose. 
Positively— 

The new Hartford 
Price List provides 
good profit for 


you! 
















HARTFORD 

TIME SWITCH CO. 

A. HALL BERRY 

General Sales Agent 

71-73 Murray St., New York,N.Y 
U.S. A. 








Sell the Idea—Throw the 
Goods In 


(Continued from Page 24) 


out all the sales ideas that built up 
their big business institutions. Nix! 
They got ’em from salesmen, from 
observation and from books. 

“You can get them the same way,” 
he continued. ““A famous writer once 
said that any man who was willing 
to spend two hours a week for a few 
years in the study of any subject 
could become an authority on it. You 
can be an authority on selling elec- 
trical appliances at retail if you are 
willing to study it. Read your trade 
papers. They are full of the finest 
kind of meat. Question your dealers. 
Take their ideas, improve them, and 
pass them along to the next one. 
You'll build them up, build yourself 
up and as for orders—you'll make 
that “big” one you took today look 
as small as a man tipping a Pullman 
porter a nickle. 

“You know Sid, it’s the guy who 
trys to help the dealer sell who wins 
his confidence and gets his business, 
not the bird who is always pounding 
him on the back to buy, buy, buy. 

“Sell them the selling idea and 
throw the merchandise in—that’s the 
dope.” 

“All right,” said Sid, “I got you. 
You said talk to the salesmen I meet 
and get ideas from them. Maybe you 
wise eggs can give me one now.” 

“T can,” said Jack, “and one that 
will be worth more to you than any 
you ever heard. Send that soft 
Marshmallow his order back and 
then go on down there and resell him 
right.” 

“Nix,” said Sid. 

“Hopeless,” 
Jim, as the train rolled into Bims- 
burg. 

















New home of the Western Electric Co., 
Portland, Ore. Building, 50 by 100 ft.— 
15,000 sq. ft. total floor space—slow burn- 
ing construction. Used exclusively for 
their wholesale electrical business. 





groaned Jack and | 


















No 
Whittling 
of 


Brush 
Ends 


If you are interested in increasing 
your sales per day, you will find that 
this item appeals to every dealer you 
call on. Besides the 400% profit, 
the increased demand for brush re- 
placements on small horse power 
motors—the fact that electrical deal- 
ers are giving more and more atten- 
tion to service departments means 
that Ohio Brush Kits are becoming 
one of the most popular items on the 
jobber’s salesman’s list. 


OHIO 


is simple to sell—no _ technical 
knowledge necessary—the dealer 
simply matches the correct brush 
and selects the corresponding spring 


to go with it. 
$15.30 


No. 1 
No. 2 $8.50 


These Representatives Will 
Supply You: 


BRUSH 
KIT 


300 Brushes 
120 Springs 


150 Brushes 
60 Springs 


Baltimore, Md. lowa State Repre- 
Benedict S. Berman _ sentative: 

1035 Cathedral St. Leonard C. Kohn 
2019 Farnam St. 
Omaha, Nebr. 


Boston, Mass. 
A. F. McCarthy Kansas City, Mo. 
65 Oliver St. C. M. Clifton 


214 Massachusetts 
Bidg. 


Chicago, 11. 
Aton Si. Aas ahd 
eger 5 Ake 
28 E. Jackson Blvd. Central Bids. 
Milwaukee, Wis. 
Cincinnati. ae 350" tte Ace. - 


air East Third st Minneapolis, Minn. 
A. J. Pyle 
2457 Lyndale Ave., S. 


Detroit, Mich, 

A. J. Fisk New York, N. Y. 

4835 Woodward Ave. Thomas J. Crofton 
280 Broadway 


Evansville, Ind. St. Louis, Mo. 
F. W. Sieffert - E. Jaques 
319 Sycamore St. 5553 Vernon Ave. 


OHIO CARBON CO. 


8216 Almira Avenue, 
CLEVELAND. OHIO. 
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“Best by Test” 


A Trip Through a Novel and Interesting Institution 
By OBSERVER 


T 80th street and East End 
A avenue in the city of New York 
is a most interesting and unique in- 
stitution. It is a collection of labora- 
tories under one roof and name and 
divided into many departments. 
Here are conducted tests on prac- 
tically all kinds of electrical devices 
to determine their fitness, quality and 
performance characteristics. There 
are a radio department, meter depart- 
ment, transformer, lamp and cable 
department—and many others. It is 
an institution where jobber, manu- 
facturer, contractor-dealer, central 
station. and even consumer may send 
a device for test and receive an un- 
biased, confidential report as to what 
can be expected of that product. This 
place is known as the Electrical Test- 
ing Laboratories. 

The Electrical Testing Labora- 
tories, also known as just E. T. L., 
was formed to render an impartial 
test report on almost any product to 
anybody at a nominal charge. The 
institution has been very successful. 
Incorporated in 1900 and starting 
with a force of, six employees, growth 
has been steady from the beginning. 
The total number of employees to- 
day is over 200. Since its inception 
the work of the Laboratories has 


been gradually broadened until now © 


many classes of testing other than 
electrical are now included. 

The Electrical Testing Labora- 
tories, therefore, provides testing 
service for the small manufacturer 
desiring occasional laboratory tests, 
yet not enough to warrant the ex- 
pense of putting in a laboratory of 


in doubt as to the inherent quality 
of an electrical device he is consider- 
ing distributing. 

The work of the Laboratories is 
confined to testing and inspecting, 
either at its own plant or that of the 
manufacturer, jobber, etc. It does 
not undertake consulting work, but 
does practically any work within its 
field of activities which involves the 
ascertaining of facts of performance. 
The testing service which the Labo- 
ratories offers may be grouped under 
three heads: (1) Tests and investiga- 
tions at the Laboratories upon ap- 
paratus and materials submitted by 
the 
the 


client; (2) Acceptance tests at 
factories or at the laboratories 








aL 4 





upon apparatus and materials to de- 
termine compliance with client’s spec- 
ifications; (3) Operating tests; that 
is, tests made after installation. 

The Laboratories’ reports present 
test data. They do not express opin- 
ions of apparatus or materials tested. 
It considers reports the property 
of the client for whom the work is 
done and not available to others 
except when expressly released by 
the client. 

One phase of the Laboratories’ 
work is that of frequently being 
called upon to conduct tests in con- 
nection with litigation and the set: 
tlement of disputes. In such work 
it does not operate as a partisan, but 
seeks to ascertain the facts involved. 

To the man with just a superficial 
knowledge of electrical engineering 
as well as the dyed-in-the-wool tech- 
nician, a trip through the plant of 
the E. T. L. is most fascinating. In- 
cluding the Laboratories’ new 





his own, as well as affording facil- 
ities for a third party to conduct tests 
when the buyer so requests. For the 
electrical wholesaler or retailer it 
presents an ever-ready recourse when 


This machine is used for testing the wearing qualities of heating and portable cords 
at the Electrical Testing Laboratories, New York City. The cord moves continuously 
over the rollers and a file, as shown in the upper right hand corner, while the weights 
on the end of the cord cause it to bear down heavily on both. This is one of many 
interesting testing machines at the Laboratories. 
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nex, the floor space involved is close 
to 40,000 sq. ft. Machinery and 
heavy apparatus, as well as the me- 
chanical laboratories, are installed in 
the basement where one starts one’s 
inspection of the plant. 

In one place is machinery for test- 
ing electrical equipment, such as mo- 
tors and generators. Next to that 
rubber gloves and electricians’ rub- 
bers are tested for their insulating 
properties. On some of the gloves 
are stamped many dates, indicating 
the periodical occasions on which the 
owners had them tested for the line- 
men’s safety. 

In the other end of the room is a 
machine that tests the wearing qual- 
ities of the insulation of portable and 
heater cords, and next to it is a pon- 
derous-looking machine that tests 
the tensile strength of porcelain in- 
sulators. Suspended from the ceiling 
one observes what looks like a light 
or steam bath cabinet; in fact, it is a 
steam bath cabinet where heavy 
cables are tested for their ability to 
function under all sorts of gaseous 
conditions, such as upon the occur- 
rence of an accident in a manhole or 
conduit where steam, gas or vapor of 
any sort may have penetrated the in- 
sulation. 

The next floor is devoted largely to 
lamp and reflector testing. Girls sit 
about in one of the rooms peering 
into globular affairs that resemble 
the miniature representations of the 
earth in our grammar school days. 
These are known as photometers. The 
photometer determines the light out- 
put of lamps expressed in lumens 
with instruments for measurement of 
the energy consumption. 

In another room is a maze of steel 
racks bearing 5,000 lamp receptacles. 
In these receptacles are lamps of 
every description burning continu- 
ously to determine their length of 
life. An attendant, wearing colored 





Illustrating the Drawing Power of the Animated Window Display. 


glasses, keeps tab on performances 
here. 

Next to this room is another one 
as dark as the former is light. Here 
reflector tests are made and at the 
moment of your observer's entrance 
a test on automobile headlights was 
being conducted. On the top floor, 
with the offices, is the meter testing 
room, transformer department and 
another for testing all types of elec- 
trical insulation. 

Your observer has merely “hit the 
high spots.” The labyrinth of de- 
partments and abundance of appa- 
ratus sets the poor layman’s mind in 
a whirl, but there is a piece of ap- 
paratus somewhere in the plant for 
testing practically any electrical de- 
vice that might be presented. 

Practically the only institution of 
its kind in the country, it is not only 
a paradise for the technically in- 
clined, but a boon to the commercial 
man who merely wants to know 


whether the Allushot electric iron or 
the Onceover toaster will live up to 
the claims of its maker. 
i 

Animation in Window Displays 

There is no question about the rela- 
tive drawing power of an animated 
window display. The portable Ilgair 
shown above was hung on a stock- 
size window frame of the [Illinois 
Electric Co., Chicago, and in actual 
operation. The demonstrator called 
attention to the smoke rising from the 
burning incense, which was placed in 
a small receptacle and suspended 
about 12 inches away from the venti- 
lator and about 18 inches below it. 


With the aid of some signs, the 
demonstrator attracted thousands of 
people in a single day. Business men 
in every walk of life were just as 
much interested as were the ladies 
and of course the young boys and 
girls. 








A banquet was tendered 
the members of the Rotary 
Club of Boulder, Colo., re- 
cently by the Western 
Light & Power Co., in the 
power house at Lafayette, 
Colo. Covers’ were laid for 
75 Rotarians. Three West- 
inghouse Type M-2 electric 
ranges were used to cook 
the food. E. B. Ball, of 
the Western Light & Pow- 
er Co., and M. E. Lanning, 
of the Westinghouse com- 
pany, arranged affairs. 
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It’s Perfect! 


Note the new way of 
assembling the 


BULL DOG 
KNOB © 


Made and Sold Under 
License United States 
Patent, Feb. 3, 1920 


The placing of the 
central bushing on the 
cap instead of the base, 
places it in a class by 
itself. 


You will be safe in 
recommending this 
knob and all of our 
products to your cus- 
tomers. Write us for 
any further informa- 
tion desired. 


Illinois Electric 
Porcelain Co. 


Macomb, Ill. 




















E. W. Rockafellow Made Vice 
President of National 
Pole Co. 


E. W. Rockafellow, for a number 
of years general supply sales man- 
ager of the Western Electric Co., be- 
came a vice president of the National 
Pole Company, of Escanaba, Mich.. 
on May 1, and will represent them 
at 220 Broadway, New York. 

Mr. Rockafellow started his busi- 
ness career when he entered the em- 
ploy of the Western Electric Co. as 


| 
Site 


E. W. Rockafellow. 


an office boy. He studied short- 
hand in spare moments, and in 1888 
acted as private secretary to H. B. 
Thayer, who at that time was man- 
ager of the New York house, and is 
now president of the American Tele- 
phone & Telegraph Co. 


In 1890 Mr. Rockafellow was ad- 
vanced to the job of assistant pur- 
chasing agent, and when the Western 
Electric Co. opened a store in Thames 
street, New York, in 1892, he was 
placed in charge. 


Early in 1894 Mr. Rockafellow 
was appointed traveling salesman, 
with territory extending from Balti- 
more to Galveston. Military service 
interrupted his business career in 
1898, when at the outbreak of the 
Spanish War Captain Rockafellow 
applied for leave of absence from the 
Western Electric Co. and served in 
command of Company M, 47th Reg- 
iment, New York Volunteers. After 
the war he returned to the Western 
Electric Co., and in 1901 was ap- 











400 Per Cent Profit! 


The repeat orders we have received is 
positive proof that this standard assort- 
ment is a money maker for the dealer. 


See that your dealers are supplied with 
this standard assortment of wire termi- 
nals for radio sets. 


PATTON-MAC GUYER CO. 
31 Mathewson Street 
PROVIDENCE, R. I. 





A GOOD 
BUY 


A majority of the job- 
bers’ 


country 


salesmen of this 
The 
JOBBER’s SALESMAN the 
best buy they ever made 
for $1.00. Think of 12 


issues full of live, inter- 


consider 


esting sales helps for one 
little iron man! Subscribe 
today and recommend 
THE JOBBER’s SALESMAN 


to your friends. 


oo 
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pointed sales manager of the com- 
pany’s New York house, moving up 
to the position of supply sales man- 
ager in 1908. In April, 1919, he be- 
came general supply sales manager. 

In his work in the General Supply 
Sales Department, Mr. Rockafellow 
devoted much of his time to the de- 
velopment of the jobbing side of the 
business, both from the standpoint of 
the company as a whole and of the 
distributing houses. 

He was one of the organizers of 
the Electrical Supply Jobbers Asso- 
ciation and the Society for Electrical 
Development, and has been a director 
in both organizations since their 
foundation. For years he has been 
active in the National Electric Light 
Association and has served on many 
committees of that organization. 

Mr. Rockafellow takes to his new 
work with the National Pole Co. the 
good wishes of his many associates 
in the Western Electric organization, 
who admire him for his high per- 
sonal standards and for the whole- 
hearted sincerity which has charac- 
terized all of his work for the 
upbuilding of the electrical industry. 

ae 


New Headquarters for Utility 
Electric Products Co. 

The Utility Electric Products Co., 
Chicago, formerly at 4550 West Con- 
gress street, has moved to 2738 West 
Van Buren street where it will con- 
tinue to engage in the manufacture of 
the “Mirror” line of radio equipment. 
New equipment has been added which 
together with large factory accommo- 
dations will increase its output about 
50 per cent. The company is also 


placing on the market a new vernier 
condensor which operates from one 


dial. 


* & & 
Promotion of Heim 
Warren M. Heim, who has been 
district manager of Hubbard & Co. 
with headquarters at 30 Church 
street, New York City for the past 
two years, has recently been made 





Warren M. Heim. 


assistant manager of the electrical 
materials department of the company, 
in charge of sales, service and produc- 
tion. Mr. Heim has been associated 
with the electrical industry since 
1910 when, after he was graduated 
from the Pennsylvania State Univers- 
ity, he joined the Long Island Light- 
ing Co. as construction engineer. ‘Two 
years later he gave up construction 
work to enter the sales organization 
of the W. N. Matthews Brothers Co. 
as eastern district manager serving in 
this capacity for eight years prior to 
his association with Hubbard & Co. 

















A view is here presented of the new factory established by General Electric Co. 
at Oakland, Calf. The building is modern structure 835 ft. long by 185 ft. wide, 


two stories in front. 


It contains 45,000 sq. ft. of floor space and is attracting much 


attention by the completeness of its electrical equipment and facilities for lighting. 
It was opened March 1 and is being used primarily for repair and service work and 


the assembly of switchboards. 
tion transformers. 
in Oakland. 


It is the intention in future to manufacture distribu- 
The General Electric Co. also has an incandescent lamp factory 











A New Product 
For An Old Line 


A-1 Magnet Wire a new wire full 
of quality and “know how” by an 
old established wire and cable 
manufacturer. 


A-| Magnet Wire is made in 


Plain Enamel 

Single Cotton 

Double Cotton 

Single Cotton Enamel 
Double Cotton Enamel 


A-| Magnet Wire is a fit run- 
ning mate for 


‘AMERICAN 
BRAND” 


Weatherproof and 


Bare Copper Wire 
and Cables 


This line proves its quality by 
giving longer life on the line. The 
first cost of “American Brand” 
Weatherproof Wire and Cables is 
the last cost, the telling test of any 
product. 


Be sure you have samples of A-| 
Magnet Wire and “American 
Brand’ Weatherproof Wire and 
Cable. 


American Insulated 


Wire & Cable Co. 


CHICAGO 











"AMERICAN BRAND” 


WEATHERPROOF WIRE AND CABLES 
HAS NO EQUAL 
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New Electrical Products, Illustrated 





Three adaptations of the “Lead-all” box bar 
are here illustrated. At the top it is shown 
as a mounting for an outlet box. In the mid- 
dle it is split lengthwise into two sections and 
used to hold both switch and outlet box. Be- 
low, a single bar is used in a narrow opening 
to mount an outlet, the bar being cut to size. 
This is a new bar put on the market by the 
Electrical Equipment & Mfg. Co., of Toledo, 
Ohio. A very practicable feature about it is 
that the bar can be very easily split with a 
pair of pliers or even by hand, so that the 
two parts can be moved outward from each 
other to fit almost any condition of installa- 
tion. It can also be easily bent and accu- 
rately shaped at right angles, or to form 
rectangular supports of various kinds to fur- 
nish switch and outlet mountings in any sort 
of an awkward place. It is made of the finest 
steel with four angle webs without holes ex- 
cept at the ends. 


tie Lent AT Paw eax 
Fie Pieces! Resinaaene a Mgt 

















This unique and useful, hand- 
type shaper is designed for use 
in furniture factories, cabinet 
shops, pattern shops, etc. It 
has been conveniently designed 
to fit the hand, being only 3 in. 
in diameter. The motor used 
is a specially designed West- 
inghouse type “ADS” rated 1-9 
horsepower at 8,500 r. p. m, 
110 volts direct current, 25 to 
70 cycle alternating current. 
The R. L. Carter Co., of Syra- 
cuse, N. Y., is the manufactur- 
er. With all of its attachments 
it not only supplements the sta- 
tionary type of vertical-spindle 
shaper, but accomplishes in 
many cases the same _ results 
much more conveniently and 
quickly. High-grade, self-align- 
ing ball bearings and liberal 
brush design assure long life. 
Standard cuts can be accom- 
plished by single cutters or a 
combination of cutters. 





A great many electrical job- 
bers are already using this 
“Heinn-Badger” binder for price 
and data sheets. This binder is 
characterized by the “quick ac- 
tion” of the operating mechan- 
ism. It can be operated in less 
than a minute. This feature is 
of the utmost importance when 
prices and_ specifications are 
changed frequently, and the cat- 
alog changes must be made with 
a minimum of effort and time. 
Two half-turns of the screw 
heads unlock the binder and the 
book can then be opened to any 
desired place, to insert or remove 
sheets. The automatic screw-top 
holds the covers together when 
they are extended to full ca- 
vacity. It is made by the Heinn 
Co., 351 Florida street, Milwau- 
kee, Wis. 





Handy for the home, factory and 
radio work is the “B-D” electric sol- 
dering iron, developed by the Bleadon- 
Dun Co., 218 South Peoria street, Chi- 
cago. It is made of copper from ac- 
curate dies, the heating element being 
contained in a unit of one-piece con- 
struction, is made of the highest grade 
of Nichrome wire. The outfit illus- 
trated consists of this iron, cord, plug, 
Allen soldering paste and solder, all 
contained in a strong, art-paper cov- 
ered box. 





The Beaver Machine & Tool Co., 
Inc., Newark, N. J., is now offering 
to the trade a utility heating appli- 
ance cord set. It is made up of a 
Beaver two-piece attachment plug with 
a Beaver “Gripall” heater plug or 
switch plug on the other end,-as de- 
sired. Both of the latter devices have 
Underwriter approval. The cord itself 
is produced by one of the capable man- 
ufacturers of cord and is of the triple- 
sleeve type. The outer sleeving has a 
distinctive orange tracer running 
through it. The cord set complete is 
packed in an attractive orange and 
black carton. 
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New Electrical Products, Illustrated 








nen 


The Wilson Utensil Co., Dayton, 
Ohio, has added to its line of products 
a new device known as the “Moon Ad- 
justable Lite.” The mechanical per- 
fection of this lamp, coupled with 
artistry in design makes it suitable for 
the finest home or office. It stands 
upright and has joints so that it can 
be slanted. It has an angled spring 
arm in the base and can be instantly 
clamped to anything and released just 
as quickly. The shade turns in any 
direction, throwing the light exactly 
where desired. 





The Square D Co., Detroit, Mich., 
has developed a safety switch cover 
which eliminates the danger of live 
line terminals and jaws ordinarily ex- 
posed when the switch cover is open, 
by enclosing each live terminal and 
jaw in a protective porcelain cover, 
which completely covers the terminal 
and jaw. Contact is obtained through 
a narrow slot just large enough to 
admit the switch blade, but too small 
for a finger to slip through. In addi- 
tion to the protection from accident- 


ally touching live terminals, the new. 


porcelain covers protect the switch 
itself from all possibility of ares. 
They can be attached or removed 
easily and quickly by means of two 
small spring clips, which hold the 
porcelain covers securely in place, and 
can be applied either before or after 
the switch has been installed. 








A new addition to the line of “Hot 
Spot” appliances manufactured by the 
Liberty Gauge & Instrument Co., 6545 
Carnegie avenue, Cleveland, Ohio, is the 
“Liberty” hot plate, designed to meet 
the demand for a high quality plate. 
The frame and legs are of steel, copper 
plated, then nickel plated. The element 
base is pure white porcelain composi- 
tion. 





The Crown Col- 
oring & Chemical 
Co., 327 Columbus 
Avenue, New York, 
announces a new 
lamp coloring 
which it is claimed 
will not fade and 
is brilliant and 
quick-drying. It 
comes in over-size 
cans so that the 
lamp bulb can be dipped directly in the 
can. Transparent and opaque colors 
and frosting may be had in all shades. 











The Altorfer Bros. Co., Peoria, [ll, 
has developed and placed on the mar- 
ket its “Hydro-Vac” clothes washer, 
combining the principles of vacuum 
cup and the rocking tub in the one 
machine. A capacity of nine sheets is 
provided, while eight cups, four on 
each side, produce, it is claimed, a 
violent motion of water within the tub. 
The tub is made of highly polished 
copper and the cups of aluminum. 
Two features of this device are: shift 
and clutch arrangement which locks 
the tub automatically when thrown out 
of gear; special A B C aluminum 
wringer used swings into any position 
desired and locks without the use of 
a tightening or loosening device. 








Neat in appearance, simple and de- 
pendably constructed is the “Hotpoint” 
automatic iron developed by the Edi- 
son Electric Appliance Co., 5600 West 
Taylor street, Chicago. The heat is 
easily restored by pushing in the switch 
button which is located on the side of 
the iron under the handle bow. It em- 
bodies every distinctive “Hotpoint” 
feature, including attached stand; no 
lifting or banging onto separate stand; 
hinged plug which reduces cord break- 
age; strength-saving cantilever handle 
which does away with the tense grip 
and bodily strain. 








The Edison Electric Appliance Co., 
5600 West Taylor street, Chicago, an- 
nounces the introduction of its new 
flexible cloth heating pad, made in two 
sizes, 9 by 11 in. and 12 by 15 in. It is 
of a convenient size, soft, flexible and 
practical as well as comfortable. It 
will heat in a few minutes and is pro- 
vided with thermostatic control to pre- 
vent overheating. It is designed to 
operate from any electric light outlet 
from 95 to 125 volts. 








A shadeholder cover for outlet boxes, 
consisting of a brushed brass “UNO” 
shadeholder mounted on a raised cover, 
has been designed by the Sprague 
Electric Works, of the General Electric 
Co., 527 West 34th street, New York 
City. This is made for Spraguelet 
bodies, 4 in. round and octagonal out- 
let boxes and 4-11/16 in. square outlet 
boxes. Some of the features are that 
it gives the proper spacing of light 


_ source with relation to reflector, pro- 


vides greater security than the ordinary 
shadeholder, as there are no screws to 
wear loose, and the raised cover allows 
room to get the fingers between the 
ceiling and shade for the purpose of 
removing it. 
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«“ ED DEVIL” Climbers 
are built with a sense 
of safety for human life. 


Besides possessing an un- 
usually high safety factor, 
“Red Devil” Climbers are 
unsurpassed for general 
utility and comfort. Made 
in all the popular styles and 
sizes, for every taste. 


S&H CO. 


“Red Devil” 
Climbers No. 253, 
made in sizes 15 
to 18 inches by %4 
inch. 


“Red Devi 


53 


- 


“Red Devil’ Electricians’ Tools 
also comprise a complete line of 
Pliers, Nippers, Buffalo Grips, 
Havens’ Clamps, Connectors, 
Linemen’s Tool Belts and Straps, 
Bolt Cutters, Hack Saw Frames 
and Blades. Popularly priced 
—nationally advertised. 


Send for complete catalog 
and trade prices 


SMITH & HEMENWAY CO., Inc. 


Manufacturers of “Red Devil” 
Electricians’ Tools. 


266 Broadway New York, N. Y. 


Keep his confidence. 
Sell him “Red Devils’’ 


re | — 





General Electric Middle West 
Changes 


L. U. Murray, manager of the Co- 
lumbus local office of the General 
Electric Co., has been appointed dis- 
trict merchandise manager of the 
Cincinnati District, and is succeeded 
by J. A. Davies as manager of the 
Columbus office. 

Mr. Murray’s first position after 
leaving school in 1904 was with the 
|General Incandescent Arce Light Co., 
‘at Cincinnati. When that company 
lwas consolidated with the Stariley 
G-I Co., he continued as a member of 
the new organization. In 1907 he 
\was transferred to the General Elec-; 
tric Co.’s office at Cincinnati, after 
the merger of the Stanley G-I Co., 
into that organization. In December 
1909, he was made assistant manager 
of the supply department there and 
in 1911 was transferred to the. In- 
dianapolis office as general salesman. 
He was promoted to manager of the 
Columbus office in June, 1919. In ad- 
dition to his electrical training, he 
holds an LL.B. degree from the Mc- 
Donald Educational Institute. 

Mr. Davies, who succeeds Mr. Mur- 
ray as manager at Columbus, was 
graduated from Pratt Institute in the 
Class of 1907 after completing the 
course in electrical engineering. He 
entered the testing department in 
July of that year, and in October, 
1909, was transferred to the Cincin- 
nati district as supply salesman, with 
headquarters at Columbus. He re- 
mained in Columbus until August, 
1912, when he was transferred to the 
Indianapolis local office as general 
salesman, which position he filled un- 
til appointed manager of the Colum- 


bus local office. 
* * * 


New Office of M. J. Powers 


M. J. Powers, manufacturers’ 
agent, of 280 Broadway, New York 
City, announces that he will move 
his offices to his new warehouse lo- 
cation at 15 Warren street. The 
rapid expansion of this organization 








has made the move necessary and 
desirable, as in the new warehouse 
location Mr. 
stocks of the lines he represents, in- 
cluding the well-known line of the 
M. B. Austin Co., of Chicago. With 
an increased force of missionary men 
and high grade warehousing facil- 
ities this agency will be in a position 
to give excellent service to its many 
jobbing house connections. 





Powers will maintain | 








WITH OUR COMPLIMENTS 


Every jobber’s salesman knows 
that the reflection of walls and 
ceilings plays an important role 
in proper . illumination. Day 
after day in every way he is 
called upon to render advice to 
his customers in their illumina- 
tion problems. 


The little E. T. L. reflection 
gauge is a simple, vest-pocket 
instrument by means of which 
one can. measure the reflection 
factor of diffusing surfaces. It 
is a handy supplement to the 
foot-candle meter. Any jobber’s 
salesman may obtain one—gratis 
—by merely addressing 


i i 


What reflection factor is to good 
lighting, proven merit is to the 
jobber’s salesman in his position 
as chief advisor to his trade. It 
is highly important to him to 
know that he is supplying his 
customers with tested products. 
YOU, the jobber’s salesman, 
have a responsibility to your 
trade in supplying its needs with 
goods of known quality. Your 
insistence that the manufactur- 
ers, who supply you, do so with 
tested products is assurance to 
you and your customer that he 
is receiving merchandise intrin- 
sically correct. 


eXTREET AND EAST END AVE 


wig ae 


Tlectrical Testing [aboratories 


Buy and Sell 
on the Test Report 
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“Washer” Wilson Takes a 
Carload 


Altorfer Bros. Co., Peoria, Illinois 
made what is asserted to be the 
world’s largest shipment of electric 
washing machines to A. A, Wilson of 
Los Angeles, Calif. It took 40 box 
cars to accommodate the consign- 
ment, the retail value of which was 
$400,000.00. Only five solid train- 
loads of electric washers have ever 
been shipped on single orders by this 





A. A. “Washer” Wilson. 


company. Three of them went to Mr. 
Wilson; and one to Texas and one to 
the Morton Electric Co. at St. Louis, 
Mo. 

Because of the great saving in 
freight charges, the present trainload 
went east from Peoria to Baltimore, 
Md. From there it went by boat 
through the Panama Canal to Los An- 
In addition to his original 
store in Los Angeles, Mr. Wilson has 
about a dozen branches nearby. They 
constitute, probably, the largest retail 
outlet for electric washers in the 
United States and Canada. Every 
“Washer” Wilson’s sales run 


into the thousands. 
* * * 


Eden Joins White Lily 
Organization 

H. W. Eden, of Chicago, inventor 
and manufacturer of the “Eden” and 
“Butterfly” washing machines, and 
one of the leading washing machine 
experts in the country, has affiliated 
himself with the White Lily Mfg. 
Co., of Davenport, Ia. Mr. Eden has 
assumed charge of the manufacturing 
end of the White Lily business. Sam 
IT. White, president, will remain in 
charge of sales and finances. Mr. 
den has secured over 400 patents on 
mechanical devices. He has 19 
washing machine patents to his 
credit. 


geles. 


year, 






















































The Roman roads of Britain built 
by Caesar speak eloquently of the 
Romans’ engineering skill and thor- 
oughness of conquest. 


Caesar’s method of holding conquered territory consisted of building a 
net work of wonderful military roads which expedited the movement of 
armies and supplies. 

Today, holding business after once securing it depends largely on how 
thoroughly the buyer was sold and the utility and quality of the mer- 
chandise. 

Dealers are quick to recognize the merits of Shelton Violet Rays and 
after once buying prove repeat customers. 

Be sure you sell the Shelton line. Ask for prices, discounts, catalogs 
and other information. 


SHELTON ELECTRIC CO. 


16 E. 42d St.,New York City 30 E. Randolph St., Chicago, Ill. 
























1. The Jobber’s Salesman is the only newspaper 
of the jobbing branch of the industry. 
2. Itisthe only clearing house for ideas and sales 






suggestions of those engaged in the jobbing 
branch of the industry. 








It is the only publication that is devoted exclu- 
sively to the business in which you are en- 
gaged. 









Why not take advantage of this helpful, interest- 
ing service? A dollar a year brings it. Subscribe 
now. 
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BRUNT 
guauity PORCELAIN 


Manufactured under 
license from the Patented 
Porcelain Appliance Feb. 3, 
Corp. 1920 


Our goods marketed through the 
Jobber. 


Drive-Ilt Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 


| Guth Lighting Fixture Interests 





alls NG RAY 


Glass Insulators 


are best 
for 
Low and Medium 
Voltages, Because of 
their Durability, 
Efficiency, Low Cost 
and Uniformity. 














OFFICESS FACTORY 
MUNCIE 
IND. 


_ i iii ii MoM 


¥ 2. 
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United 


The Edwin F. Guth Co.—designers 
and manufacturers of lighting equip- 
ment—is the new name by which the 
unified interests of the St. Louis 
Brass Mfg. Co. and the Brascolite 
Co., of St. Louis, will hereafter be 
known. The two companies thus | 
amalgamated have always been in- 
terrelated—the Brascolite Co. being 
a division of the St. Louis Brass Mfg. ! 
Co. 

The St. Louis Brass Mfg. Co., the 


parent company under the old 


Edwin F. Guth, 
President, Edwin F. Guth Co. 


regime, was incorporated in 1902 by 
Edwin F. Guth and associates, for 
the manufacture of lighting fixtures 
of all types. The business had a re- 
markable development from the very 
beginning, and in 1907, having out- 
grown its original quarters, it became 
necessary to build and equip a new 
plant; 1913 marked the invention 
and introduction of the Brascolite— 
a new principle in scientific illum- 
ination. The Brascolite Co. was or- 
ganized to market this new fixture 
and the Brascolite is now one of the 
largest selling lighting fixtures in the 
world. Again extensive additions to 
floor space and equipment had to be 
provided. In 1915 a five-floor addi- 
tion was built, followed in 1919 by a 
still larger addition, which more than 
doubled the space occupied in 1907. 


Following the introduction of the 
Brascolite, other improvements and 








Justa Time Switch Clock or 


The'-AMERICAN’ 
WHICH Do You Sell ? 


Features of the “American” 
. Price—The lowest. 
. Functioning Ability—Instantaneous, 
no arcing. 
. Tuning Movement—Jeweled in Sap- 
phires—Graham Escapement. 
. Appearance—Graceful lines. 
T ypes—For all needs. 


The American Time Switch Co. 
Commercial Bldg. - CLEVELAND, OHIO 














“CENTRAL” 
Rigid Steel 


CONDUIT 


The ideal pipe for jobbers—be- 
cause it wears well before and 
after installation; because we 
keep large stocks of Conduit, 
Elbows and Fittings for quick 
delivery. 
A piece of “Central 
Black” wound round 
and round like wire, 
without buckling, flat- 
tening or chipping the 
enamel, The ductility 
and finish are exclu- 
sively “Central.” 
“Central Black” is en- 
ameled; “Central 
White” is galvanized. 
We have recently in- 
troduced- new _ proc- 
esses in the manufacture of “Cen- 
tral White” and “Central Black” 
Conduits with the result that the 
finish of these products is now bet- 
ter than ever. By this new process, 
flaking or scaling of finish is elimi- 
nated. 


‘‘Central White” “Central Black” 
(Galvanized ) (Enameled) 


CENTRAL TUBE CO. 
PITTSBURGH, PA. 
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Elkhart-Rubber-Works 
H ydro-Proof 
T ape 


is weather-proof. 


Users of Hydro-Proof 
Insulating Tape can 
depend upon it for any 
kind of outside service 
—line work, street car 
insulation. 


Contractors and con- 


struction 


companies 


can use it in heat, snow, 
rain, and find it the 
same reliably weather- 
proof insulation year in 
and year out. 


Elkhart - Indiana 
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P. S. is Known 


makes sales’. easy. 
No “cold” prospects 
when you handle it. 


Every electrical job where P. S. is 
used is a reference of satisfaction 
for you to use. The time it saves 
means quick work, quick orders. 


Reaches the job ready to in- 


stall. 


Eliminates reversing coup- 


lings and running dies over pipe 
ends. Patented Thread Protectors 
keep threads sharp, true and clean. 


Enameled Metals Co. 
Pittsburgh, Pa. 











an innovation’s such as “Aglite, Jr.,”’| 
“Magic-Lite,” ‘Elite,’ ‘“Concealite,’”| 
“Industrolite” and now, “Maze-| 
Lite,” a new home fixture, just going | 
on the market—have been _ intro-| 


duced, until today Guth service in-| 
‘cludes scientific lighting equipment of | 


every type and style and for every| 





purpose. 





| The manufacturing plant is now | 
| one of the largest and most com- | 
pletely equipped plants of its kind | 
in the country. 
|stage of manufacture—from raw ma- 


Every operation and | 


'terials to finished product—is han-| 
dled within the plant. 
In the formation of the new com- 


|pany there has been no change in 
personnel—no change in policy or 


process of manufacture. The only 


change is that which naturally fol- 
growth—a _ bigger, better, 
{stronger organization devoted to the 


lows 


production of lighting equipment to| 
meet every lighting need. Mr.| 
Edwin F. Guth is president of the | 
/new organization. The other officers 


are: George S. Watts, vice-presi- | 





dent; Chas. M. Wempner, secretary ; 


|Osear D. Guth, treasurer. | 
S we t2 


Book of Radio Hook-Ups | 

A little book of diagrams giving 
21 hook-ups is published by the Ran-| 
‘land Mfg. Co., 280 E. Ohio street, | 
Chicago. Anyone can obtain this for | 
It also con-| 
‘tains quite a discussion on audio and| 


| 
| 
| 


ithe postage—2 cents. 


radio frequency amplification under- | 


- 


|standable by the layman. 











It looks as though it pays to put in| 
more convenience outlets, for the remun-| 
eration therefrom affords convenience to! 
the contractor who installs them. Here is| 
Sylvan Byck of the Byck Electric Co.,| 
Savannah, Ga., taking his new “gas| 
buggy” out for a little air. Byck is an 
Electragist and if you don’t think he is 
one of the most progressive contractors in| 
Savannah just ask his press agent and| 
chief adviser, “Cal” Downey of Pass & 
Seymour. 













SOUDERING FLUX 


‘orms 
Salts, 
Liquid, 5 
Alumi-Flux Alumi-Soder. 


Have Your Customer Send 
for a Free Sample of 


ALLEN SODERING 
STICK 


The handiest sodering 
flux there is for elec- 
tricians—makes a 
joint on any metal 
about three times as 
strong as one made 
with muriatic acid 


flux, and one that is 
free from subsequent 
corrosion, 





ALLEN SODERING PASTE 


The same material as the 
famous ALLEN Sodering 
Stick, but prepared in paste 
form. 

Make your soder self flux- 
ing by dipping it into 


ALLEN 
SODERING aa 
PASTE. SS 
A very little 
goes a long 
way. —— 








ALLEN SODERING SALTS = 


A flux that works like light- ee 
ning, takes a quick bite and ia 
doesn’t streak the work. Put 
up in % lb., 1 lb., 5 Ib. bot- 
tles; also in 50 lb. pails and 
barrels. 

















Endorsed by The 
National Board of Underwriters. 


Cm ®@ 
PPLIES 
SY) NC. 


Chicago, Tl, 


410 0 [200 
SODERING SU 


eUULSISLSUNV 
4586 N. Lincoln St. 








A 
Real 
Jobbing Item 


An Automatic 
Torch That Dealers 
Want to Sell. 
SELF 


PEERBLOW towne 
ALCOHOL BLOW TORCHES 


These torches have made a hit! 
They’re demanded by all tradesmen 
—electrical, automotive, radio users 
and others. 


In two seconds, a hissing, high tem- 


perature flame is _ available. The 
torch just fits the hand. It’s guaran- 
teed. 


A profitable item for the salesman 
who wants to make his time produc- 
tive of the best results. 


We also sell 
SIMPLEX 
Type at $3.50 
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“OuNG srown O'S 


RIGID STEEL 
CONDUIT anv FITTINGS 


The Steelduct Company 


Youngstown, Ohio 





For Quick, Profitable Sales 
=“ By All Means 


Recommend 


a4 
Soldering and Tinning Flux for ALL Metals 
Non-Exploswe, Non-Corrosive 

Non-Poisonous 
A complete substitute for dangerous 
acids, commonly used as a Flux. 
Ruby Fluid is quick acting, anti- . 
rusting and always ready for instant 
use. Ruby users include the foremost 
industries of the country. 


The Ruby Chemical Company 
COLUMBUS, OF10 














YOUR TRADE IS ASKING FOR 


E B BINDING 


POSTS 


Ensign “HH” Ace 
Lay in a stock of these live sellers. 
Solid through jobbers at attractive discounts. 
Write for bulletin 13. 


THE H. H. EBY MFG. CO., PHILA., PA 








Early’s Commutator 
Cement 


A permanent repair for 
pitted commutators, easy 
to apply and thoroughly 
reliable. 


A good buy for your 
customers, and profitable 
to you. 


Write 


THE EDW. E. EARLY 
COMPANY, 


Canton, Ohio 














Wahle Company Entertains 

Jack Price, sales manager of the 
Albert Wahle Co., New York City, 
manufacturers of Wahle residential 
lighting fixtures for jobber distribu- 
tion, entertained the sales managers 
of the Western Electric branches in 
the New York territory that handle 
the Wahle line, at luncheon in the St. 
George Hotel, Friday noon, April 
27. Those present were: Walter 
J. Drury, manager of the New York 
house; J. F. Davis, sales manager of 
the New York house; Karl L. Thiel- 
scher, Buffalo; R. J. Mason, New 
Haven; L. R. Stebbins, Syracuse; F. 
H. Van Gorder, Newark; G. C. Kren- 
ning, Brooklyn, and A. Genor, man- 
ager of the lighting department of 
New York. After the luncheon, Mr. 
Price took his distributors up to the 
Wahle showrooms where they were 


able to get a bird’s-eye-view of the | 


entire Wahle line. 
* * x 


Turner Represents Gleason in 
Chicago 

Oscar C. Turner, of 7010 Paxton 
avenue, Chicago, has resigned from 
his position with J. H. Parker & Son, 
Inc., of Parkersburg, W. Va., and 
has made arrangements with J. L. 
Gleason & Co., Boston, to handle 
their complete line of heavy-duty 
plugs, receptacles, reels, etc., in the 
Chicago territory. 














A new diesel-electric ferry boat, first of 
its kind, recently made its maiden trip be- 
tween Nyack and Tarrytown, N. Y. Among 
those on board was Charles A. Pierson, 
sales manager of the Standard Electric 
Stove Co., Toledo, Ohio. Jobbers in the 
Middle West will recognize in this smiling 
young man a former electrical contractor 
in Kansas City, Mo. 


WALGER 


CONNECTORS 


Do a better job 
in one-fifth the 
time at one- 
half the cost. 


No solder, no 
blow torch 
necessary. 


Makes every 
connection 


100% perfect. 


§.H. STOVER & CO. 
PITTSBURGH, PA. ~ 





BLACK COVERS 


3” BLANK - $2.00 per 100 
S Sue sl le CU 
3” SPIDER* .- = 2.45 

4” BLANK - 2.45 

4” BUSHED -_ 2.60 

4” SPIDER* - = 3.10 
*Furnished with bolts. 


Reben Electric Mfg. & Supply Co. 


32 Union Square New York City 











BE A BOOSTER 





Tell Your Friends 
About 


THE JOBBER’S SALESMAN 











Every Business 


of consequence ewan SATION tages card 
WIGGINS 
Peerless Patent Book Form Cards 


are used by many of America’s 
largest card users—supPeriority 
of engraving and the 
convenience of the book 
form style ex- 
plains why. 

Send for tab 


ot 

detach them 
one by one 
and observe 
their sharp 
edges and gen 
eral excellence 


The John B. Wiggins Company 


Established 1857 
on se Die Embossers 
1108 abash 
705 Peoples Gas Bids. CHICAGO 











June, 19238 
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PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 











CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 














POLES 


PLAIN OR TREATED 


NATIONAL POLE C0. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 
San Francisco, Calif. 




















D 





NORTHERN WHITE 
WESTERN RED 
GUARANTEED GRADES 
24Hour Service. 


BUTT TREATING 
ANY SPECIFICATION 
Let Us Show You How 

To CashInOn BELL Poles 


ONTAINING 








Sannaeaian 


Higgins With New Toledo 
Manufacturer 


A company has been formed in To- 
ledo, Ohio, known as the Electrical 
Equipment Mfg. Co., with offices at 
1137 Champlain street. It is engaged 
in the manufacture of the “Lead-All” 
box bar for the support of outlet boxes 
and switches—the invention of F. H. 
Teft, a former electrical contractor 
and engineer of Toledo. The factory 
at present is on Smead avenue, al- 
though if business increases as pres- 
ent conditions indicate, enlarged fac- 
tory facilities will be obtained on a 
site already selected. 

The president and general manager 
of the company is H. Weiner, Toledo 
business man and capitalist. J. B. 
Higgins is secretary and sales man- 
ager. He is well known to the elec- 
trical jobbers of the Central West. 
having been in the electrical business 
for the past 20 years, his last connec- 
tion being that of sales manager of 
the Michigan Stamping Co., Electrical 
Department. He has also been con- 
nected in the past with J. H. Parker 
& Son, the Tungstolier Works of the 
General Electric Co., and the Toledo 
Metal Products Co., having been dis- 
trict sales manager of the last-named. 

i: £Ce 


Increased Activities of Wiscon- 
sin Electric 

The Wisconsin Electric Co., Ra- 
cine, Wis., announces the appoint- 
ment of H. A. Schultz as advertising 
manager. Increased __ publication 
schedules and a vigorous direct by 
mail campaign are being employed 
in merchandising their complete line 
of grinders, drills, motors and elec- 
tric appliances under the well known 
trade name—“Dumore.” 

L. B. Augustine has been appoint- 
ed export sales manager, with offices 


at the factory in Racine. Publica-| PPETLEEE LLL 


tion advertising and direct dealer 
helps will be relied on to place the 
trade name in the eminent position 
it enjoyed in foreign fields prior to 
the war. 

et -% 

James Paton, Jr., has severed his 
connection with the Interstate Elec- 
tric Co. of Shreveport, La., to take 
up the duties of assistant general 
manager of the Gus. H. Cohn Agency 
Co., 1210 Arcade building, St. Louis, 
Mo. The latter company is a manu- 
facturers’ agent, selling exclusively 
to recognized wholesale distributors. 
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Wrigley Toggle Bolts 








“Wrigley 
For Quality” 


OEC.3,)901 


Made of heavier 


= te 

hn 2a gauge steel. 

Fe Su throug 
Cw Can be put h 

& 23 smaller holes than 

” Ss the ordinary toggle 

= -- bolt. 

S - 

= First toggle bolt 


THE THOMAS!WRIGLEY Co. 
504 Sherman St., Chicago, Ill. 








Complete Service 





INDUSTRIAL WIRING 
DEVICES 
SAFETY SWITCHES 


SERVICE CAPS, PIPE.ENDS 


Wayman Electric & Mfg. Co. 
EAST PALESTINE, OHIO 
Successors To 


The Efficiency Electric Co. 














YAGER’S 


Soldering Flux 


Standard for 
nearly half a 
century. Keeps 
dry and gran- 
ular in new 
style container. 
Non - corrosive. 
See that your 
dealer has suf- 
ficient stock. 
Alex. R. Benson 

Co., Inc., 


Hudson, N, Y. 


For list of distrib- 
utors see McRae’s 
1923 Blue 
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Universal Ball-bearing Tas 


Hoo 








A source ot profit 


that few jobbers know about 


RACTIONAL h. p. motors—for special appli- 

cations! Here, indeed, is a vast field for sales 
and profits—a source of revenue which few jobbers 
seem to know about. 


Do you realize the thousands of fractional h. p. motors that are 
absorbed each year by the electrical specialty and appliance 
manufacturer? And there are but few territories that do not 
encompass one or more of these manufacturers. Why not check 
over your territory and see how many actual .and prospective 
manufacturers you have to work on! Right now, perhaps, you 
are neglecting an opportunity to turn over small motors in quan- 
tity lots! 


Whether you are or are not working this profitable market for 
fractional h. p. motors, we would like to acquaint you with our 
jobbing policy on the well known DUMORE line of motors. Made 
well to sell fast—liberally discounted—they assure you a hand- 
some profit. We invite your inquiries and in return will give com- 
plete details of our selling plan, our products, their uses and their 
markets. A letter or postcard to us today will bring you this val- 
uable information promptly. 


Wisconsin Electric Company 
1620 Sixteenth Street, Racine, Wisconsin 


DUMORE 


FRACTIONAL H.P MOTORS 














Adam Electric Co., 
Allen-Bradley Co 

Allen Co., L.- B., Inc 

American Ins. Wire & — Co 
American Time Switch Co... ‘ 
American Wiremold Eh gee 

Apex Elect, Dist. 

Appleton Electric ak 
Arrow meecwee -.0.2............ 2. u............... a 


Beardslee Chandelier mre, Co te 
Bell Lumber Co sc 
Benjamin Electric “Mfg. “Co... 

Benson Co., Alex R 


Brockway Laboratories Co 
Brunt Porcelain Co 
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Ba eS ee ee ee ee ; 
Chicago Fuse Mfg. Co 

Crown Coloring & Chemical Co........ 
Cutler Hammer Mfg. Co........-..:............ 


Dayton Fan & Motor Co............ 
Dictograph Products Corp 
Dongan Electric Mfg. Co.... 
Donnelley & Sons Co., R. R............ 
Dunean Electric Mfg. Co. 


Early Co., Edw. E 

Eby Mfg. Co., H. H 

Economy Fuse & Mfg. Co... 

Edison Lamp Works... a 
Electrical Equipment & Mfg. “Co... 
Electrical Testing Laboratories 
Elkhart Rubber Works... : 
Emerson Electric Mfg. Co 
Enameled Metals Co 


WeGGe MeOReL. 00 c=....c...cirid ss ce 
Frost, Inc., Herbert H.............. 


General Electric Co 
Guth Co., Edwin F......... : 


Hanger Electric Mfg. Co 

Hart & Hegeman Mfg. Co 

Hartford Time Switch Co... 

Heinn Co... Ce < 
Hemingray Glass Co.. eee 

High Tension Supplies So Re a 
Hubbard & Co 7 


Ilg Electric Ventilating Co................ 
Illinois Electric Porcelain Co................ 
Indiana Rubber & Ins. Wire Co........... 
Inland Glass Co 


Joslyn Mfg. & Supply Co...... 


Liberty Gauge & Inst. Co 
Magnavox C 
wetnes, “ROW. &. cos... Sn 


National Carbon Co... — 

sic Uican keiph toads itabeacall 2nd ‘and “rd “covers 
National Lamp 41 
National Metal Molding Co............ 
National 
National X-Ray Reflector Co.................... 
New Era Electric Mfg. C 
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Partridge Lumber Co., 
Patton-MacGuyer Co 

Pass & Seymour, Inc.. 

Peerblow Mfg. 

SEND A aco asetakssaicnceccevenarinteeses 


Rauland Mfg. Co 

Reben Elec. Mfg. & Supply Co 

Redtop Electric Co... seapiowcanis 
Reflector & Illuminating “Co. 

Remler Radio Mfg. C 

Richards & Co., George...... 

Robbins & Myers 0 ee ne Back Cover 
Ruby Chemical Co................... sn sedeeeOe 


Sewickley Electric Mfg. Co.................... 
Smith & Hemenway Co., Inc.................. % 
Standard Electric Stove Co........ 
Standard Transformer Co.................... eee 
Stanley & Patterson, 

Steel City Electric ‘,) ee 
ON OE oe Res See We eee eee “102 
Sterling Mfg. Co... Tatas Riana: 04 
Stover Co.; &: Ti. SS "102 


Trumbull Electric Mfg. Co seem 64 
Tubular Woven Fabric Co...................... 45 


Union Electric Co 
Tce: Bare... ae fee. OOo ee 


Wahle Co., Albert 

Wakefield Brass Co., 

Wayman Electric & Mfg. Co 
Weber Electric Works... —- 
Wiggins Co., 

Williamson '& Co... 

Wireless Electric Co 

Wireless Mfg. Co.............. 

Wisconsin Electric Co : 
Wolcott Mfg. Co., Frank E ™ 
Wrigley Co., The Thomas..................- 103 












Eveready Spotlight 
atdemeate 


300-ft. Range 












































It takes but a small investment 
to carry a well assorted stock of 
Eveready Flashlights 





People just naturally expect 
to find Eveready Flashlights 
and Batteries in your dealers’ 
stores 


and in addition to that, our advertising 
campaigns are directing them there ! 





This spells P-R-O-F-I-T-S for all 
those dealers—and you. Our ad- 
vertising is stronger than ever in 


— The Saturday Evening Post 
— General Magazines 

— All-Fiction Group 

— Newspapers 











— Farm Papers 





Are you keeping your dealers stocked up with 
Eveready Spotlights and Unit Cell Batteries 
to cash in on the big demand from motorists 
and vacationists now ? 


NATIONAL CARBON COMPANY, Inc. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Kansas City San Francisco 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


— they last longer 
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AGAIN, THIS YEAR 


E’RE helping you sell more R & M Fans. The year ‘round R & M national advertis- 

ing keeps people everywhere mindful of R & M quality and dependability. 
Reproduced above are three full page Saturday Evening Post advertisements, which will 
draw millions of people's attention, again, to the comfort, health and efficiency value of R 


& M Fans. 


Many jobbers who have enjoyed steadily increasing fan business, year after year, have 
handled R & M fans since they were first made, more than a quarter of a century ago. They 
have found it good business to sell the fans their dealers’ customers want. 





To jobbers who have not yet ordered fans: There is still time to 
get in on this profitable summer business. The national advertising 
shown above, plus real dealers helps will be of untold assistance. 
Write or wire our nearest office today for particulars. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO BRANTFORD, ONTARIO 
BRANCH OFFICES: 
New York, 30 Church St. Cleveland, 1239 W. Third St. Cincinnati, 9 E. Third St. 
Chicago, 1444 Conway Bldg. St. Louisg1522 Chemical Bldg. Buffalo, 827 Ellicott Sq. Bldg. 
Philadelphia, 1418 Walnut St. San Francisco, 701 Rialto Bldg. Boston, 74 Pearl Street. 


& Myers 


Bees and Fans 











